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Rough Proofs 


Marshall Field & Co. is sponsor- 
ing more advertised lines, it ap- 
pears. Even the most conservative 
banker will admit that two-name 
paper is better than one. 
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Advertising the Danubian basin as 
a place of peace and tranquility, 
quiet, unspoiled Hungary is offering 
itself to American tourists. Vienna 
papers please copy. 
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There is only one sure test of 
greatness in Hollywood, where there 
are more great men than anywhere 
else in the world, and that is the 
regular appearance of a telephone 
on the restaurant table. 
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The Cotton Textile Institute is 
urging consumers to buy cottons to 
speed recovery. This is the method, 


you remember, by means of which, 


the last depression was so speedily 
dissipated. 
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Under new FTC rules, cosmetics 
copy will have to be severely toned 
down. It will still promise to make 
women glamorous and beautiful, but 
not positively. 


? = 2 
Some newspapers are dropping 
their radio columns, possibly be- 
cause the columnists were more in- 
terested in discussing advertising 
than entertainment. 


7, ¥ F 


Los Angeles directs traffic with 
red and green lights, swinging stop 
and go signals and bell-ringing. The 
Commissioner of Public Safety also 
wears both suspenders and a belt. 
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Theater owners are blaming poor 
business on the radio but this does 
not include the theater owners who 
are now showing Snow White. 


> +. 


The only people who have to look 
around for a convenient alibi are 
the poor fellows whose stuff is no 
longer clicking. 
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Five hundred General Electric ap- 
Dliance dealers are back from a Car- 
ibbean cruise. After watching the 
harbor boys dive for pennies, 
they’re convinced that getting busi- 
Ness in the good old U. S. A. can’t 
be so tough. 


, - F 


AntiClimax Department: Right 
after appearance of that magazine 
article proving there is only one 
major league, St. Louis Cards smack 
Yankees four out of six. 
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Competition for the touring dollar 
18 now so keen advertisers may even 
find it necessary to cultivate visi- 
‘ors after their arrival in the prom- 
ised land. 
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Congress has given up the idea of 

Tying to standardize tin cans. Like 

heeessmen’s hats, the important 
ng is what’s inside of them. 
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Copy Cus. 


STEINWAY WINS 
MEDAL FOR BEST 
COLOR PAINTING 


Art Directors’ Glub Holds 
17th Annual Exhibit 


(Additional Pictures on Page 35) 


New York, April 1.—Surrealism 
and other freak concepts of design 
gave way here today to the universal 
appeal of simplicity as the Art Di- 
rectors’ Club opened its 17th annual 
exhibition of advertising art, award- 
ing six special medals and 22 other 
citations for distinctive merit to ar- 
tists, advertisers and agencies. The 
exhibition, which is being held in the 
mezzanine galleries of the Interna- 
tional building, Rockefeller Center, 
will continue to April 24. 

Typical of the theme and execution 
voted most meritorious by the judges 
was the Steinway & Sons piano 
advertisement selected as the best 
color painting in the exhibition. Ex- 
ecuted by Alexander Brook, the dom- 
inant illustration showed a young 
girl releasing a dove on its first 
flight. N. W. Ayer & Son, Inc. was 
the agency, with Paul Darrow the 
art director in charge. The adver- 
tisement was awarded one of the 
four Art Directors’ Club medas. The 


(Continued on Page 30) 


Aylesworth Is 
Publisher of 
World- Telegram 


New York, March 31.—Merlin H. 
Aylesworth, for the past year a mem- 
ber of the national business manage- 
ment of the Scripps-Howard news- 
papers, today was named publisher 
of the New York World-Telegram. He 
succeeds Ray A. Huber, who returns 
to the general management of the 
organization, from which he was tem- 
porarily detached several years ago. 
According to Roy A. Howard, who 
made the announcement, the new set- 
up in no way affects the newspaper’s 
policies. 

Coincidental with Mr. Aylesworth’s 
appointment as publisher, Noel S. 
Macneish, for several years assistant 
publisher of the paper, was made 
business manager in charge of pro- 
duction and operations. 

Mr. Aylesworth joined Scripps- 
Howard about a year ago after serv- 
ing for 10 years as president of Na- 
tional Broadcasting Company. At the 
NBC helm during the formative days 
of commercial radio, he played an 
important part in the growth of net- 
work broadcasting and in NBC’s own 
rise to its present stature. 
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Curb on Advertising Is 
Rejected by Supreme Court 


BEST PHOTOGRAPHIC ILLUSTRATION 
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The Art Directors’ Club of New York conferred that title on this human interest 
picture used by Union Central Life Insurance. Photograph by Torkel Korling. 


Make Dailies 
-of T'wo States 
Easier to Use 


Chicago, March 30.—More than 80 
publishers of non-metropolitan daily 
newspapers of Iowa and Illinois met 
at the Stevens Hotel today and 
agreed on a_ standardization and 
simplification program which will 
encourage advertisers and agencies 
to make greater use of these publi- 
cations in reaching markets in the 
two states. The agreement, effective 
May 1, 1938, and to continue for two 
years, embodies these five salient 
points: 

1. Uniform merchandising service 
and a plan for checking results. 

2. Uniform frequency discount con- 
tract, in addition to the present 
yearly blanket contract, and adoption 
of uniform rate cards of letter-head 
size. 

3. Uniform market information for 
all papers, using same style of pres- 

(Continued on Page 29) 


Ethridge Made 
Czar.of Radio; 
Levy in Fold? 


Washington, D. C., March 30.— 
Mark Ethridge, general manager of 
the Louisville Courier-Journal and 


| Times, which operate Station WHAS, 


today was appointed czar of the ra- 
dio industry by the board of direc- 
tors, National Association.of Broad- 
casters. In accepting the post while 
the search for an appropriate suc- 
cessor is being prosecuted, Mr. 
Ethridge declined the $25,000 salary 
attached. He has been temporary 
president of the NAB since February 
pending reorganization. 

While the board transacted much 
business today, it failed to announce 
whether or not the membership ap- 
plication of Leon Levy, president of 
Station WCAU, Philadelphia, had 
been accepted. Mr. Levy, who took 
his station out of the fold a 
couple of years ago because he didn’t 

(Continued on Page 4) 


Last Minute News Flashes 


Leo Burnett Appointed Agency for A. B. Dick 
Chicago, April 1—A. B. Dick Company, manufacturer of the Edison- 
Dick Mimeograph, today placed its advertising account with Leo Burnett 
Company, Inc., Chicago, effective at once. 


Gillette Loses Price Maintenance Litigation 
Albany, N. Y., April 1—The New York Supreme Court today dis- 
missed injunction proceedings brought by Gillette Safety Razor Company 
against a wholesaler under state fair trade laws, ruling that the company’s 
policy of offering dealers display and promotion discounts nullified the 


benefits conferred by the act. 


Folger Coffee Account Goes to Gardner 


Kansas City, Mo., April 1—J. A. Folger & Co. has placed the Folger’s 
coffee account with Gardner Advertising Company, St. Louis, effective 


June 1. 
and radio will be used. 


A. W. Neally is account executive. 


Newspapers, Sunday comics 


Y & R Gets American Tobacco’s Half & Half 


New York, April 1.—American 


Tobacco Company today appointed 


Young & Rubicam as its agency for Half & Half smoking tobacco. A maga- 
zine campaign will start in May. Albert Tilt is account executive. 


Inextricably Linked with 
Freedom of Press, 
Tribunal Holds 


Washington, D. C., March 31.—The 
Supreme Court of the United States 
today stood steadfast against as- 
saults on both the freedom of the 
press and the freedom of advertising. 
In a unanimous opinion, the court 
held unconstitutional an ordinance 
of Griffin, Ga., requiring written per- 
mission of the city manager for dis- 
tribution of “circulars, handbooks, 
advertising, or literature of any 
kind, either by hand or otherwise, 
whether said articles are being de- 
livered free or sold.” 

Though this bracketing of adver- 
tising with the press appeared ex- 
plicit enough, the court further elu- 
cidated with the assertion that “The 
press in its historic connotation 
comprehends every sort of publica- 
tion which affords a vehicle of in- 
formation and opinion.” 


Has Wide Effect 


It went on with a discussion of 
the importance of distribution. 

“The ordinance cannot be saved,” 
said the decision, “because it relates 
to distribution and not to publica- 
tion. Liberty of circulating is as 
essential to freedom of the press as 
liberty of publishing; indeed, with- 
out the circulation, the publication 
would be of little value.” 

Attorneys believe that the decision 
throws doubt on the validity of 
scores of nuisance ordinances 
adopted by many of the country’s 
largest cities, and predict that as a 
result of the Supreme Court’s stand, 
many will be repealed. 

The Griffin law reads as follows: 

“Section 1. That the practice of 
distributing, either by hand or other- 
wise, circulars, handbooks, advertis- 
ing or literature of any _ kind, 
whether said articles are being de- 
livered free, or whether same are 
being sold, within the limits of the 
City of Griffin, without first obtain- 
ing written permission from the City 
Manager of the City of Griffin, shall 
be deemed a nuisance, and punish- 
able as an offense against the City 
of Griffin. 

“Section 2. The Chief of Police of 
the City of Griffin and the police 
force of the City of Griffin are here- 
by required and directed to suppress 
the same and to abate any nuisance 
as is described in the first section of 
this ordinance.” 


Ordinance Was Ignored 


Strangely enough, it was a relig- 
ious zealot who annoyed the resi- 
dents of Griffin with a shower of 
pamphlets and magazines and strenu- 
ously objected to being abated. This 
lady, one Alma Lovell, was treated 
harshly by the Recorder’s Court, 
which gave her the hard choice of a 
$50 fine or 50 days ix jail. Miss 
Lovell elected to fight, whereupon 
The Superior Court of the county 
refused sanction of a petition for re- 
view; the Court of Appeals affirmed 
the judgment of the Superior Court 
and the Supreme Court of Georgia 
denied an application for certiorari. 

The Supreme Court of the United 
States found that Miss Lovell did 
not bother to seek a permit for dis- 
tribution of her religious tracts, 
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since she regarded herself as sent 
“by Jehovah to do His work,” and 
that such an act would have been 
one of “disobedience to His com- 
mandment.” 

Miss Lovell’s counsel cited not one, 
but two amendments to the Consti- 
tution of the United States, which 
the Supreme Court, at least, found 
sufficient: 

“Congress shall make no law re- 
specting an establishment of religion, 
or prohibiting the free exercise 
thereof, or abridging the freedom of 
speech or of the press...” 

- . No state shall make or en- 
force any law which shall abridge 
the privileges or immunities of citi- 
zens of the United States. . .” 

The Supreme Court found that 
these amendments still live. 

“Freedom of speech and freedom 
of the press,” it declared, “are 
among fundamental personal rights 
and liberties. It is also well settled 
that municipal ordinances adopted 
under state authority constitute 
state action and are within prohibi- 
tion of the amendment. 

“Whether in actual administra- 
tion the ordinance is applied, as ap- 
parently it could be, to newspapers, 
does not appear. The ordinance is 
not limited to obscene or offensive 
literature, or to distribution which 
might be regarded as inconsistent 


with maintenance of public order, or 
misuse or littering of the streets. 

“We think that the ordinance is 
invalid on its face. Whatever the 
motive which induced its adoption, 
its character is such that it strikes 
at the very foundation of the free- 
dom of the press by subjecting it to 
license and censorship. The struggle 
for the freedom of the press was 
primarily directed against the power 
of the licensor. And the liberty of 
the press became initially a right to 
publish ‘without a license what for- 
merly could be published only with 
one.’ Legislation of the type of 
the ordinance in question would re- 
store the system of license and cen- 
sorship in its baldest form.” 


Restaurant Week to 
Promote Advertising 


Better restaurant advertising will 
be a major objective of National Res- 
taurant Week, May 2-8, sponsored by 
National Restaurant Association. 

Cups will be awarded to the best 
newspaper copy placed by an indi- 
vidual member and for the best in- 
stitutional campaign. Radio broad- 
casts have also been scheduled. 


Du Bois Joins “Look” 


Howard Du Bois has joined Look, 
Des Moines. He was formerly asso- 
ciated with Cosmopolitan. 


Liquor Out of 
Sunday Papers 
in Pennsylvania 


Harrisburg, Pa., March 31.— 
Commending the liquor industry for 
self-imposed regulation, the Fenn- 
sylvania Liquor Control Board to- 
day announced that through co- 
operation between newspapers, ra- 
dio stations, distillers and _ the 
board, all contracts for daily liquor 
air programs and for Sunday news- 
paper copy have been terminated in 
the state. 

Leo A. Crossen, board chairman, 
said that the move meant termina- 
tion of many valuable advertising 
contracts, which was borne with good 
grace by the losers. More than 
$500,000 is spent annually in liquor 
advertising in Sunday newspapers 
alone, he asserted. 

While national radio networks 
have banned liquor programs, in- 
dividual stations accept them in 
many cases. Likewise, individual 
newspapers have accepted Sunday 
advertising in some _ instances, 
though the Federal Alcohol Admin- 
istration and state boards have 
frowned on it. 


TO THIS BILLION DOLLAR MARKET 


The smoothest path to Southern New 
England’s billion dollar market is also 


FIRS 


the surest—through the 50,000 Watts 
of Station WTIC. Ross Federal’s sur- 
vey shows that WTIC outranks its field 
in popularity to the tune of 60% of the 
families in the Hartford area, compared 
to 24% who listen to the number-two 


station at any given time. 


As for WTIC’s popularity with adver- 
tisers—based on its record as a business 
builder, consider this impressive record 


of Southern New England’s number- 


one station— 


WT 


The Travelers Broadcasting Service Corporation 
Paul W. Morency, General Manager e 
Representatives: Weed & Company e 


In Number of Network 
Advertisers 


In Number of National 
Spot Advertisers 


In Number of Local Adver- 
tisers 


Write today for our interesting 32-page brochure giving 
full details on the Ross Federal Survey and facts about 


the WTIC billion dollar market. 


IC 


New York 


50,000 WATTS 
Hartford, Conn. 


Member NBC Red Network and Yankee Network 
James F. Clancy, Business Manager 
Detroit 


Chicago San Francisco 


Sa 


AMERICAN MANNEQUINS IN TOKYO STORE 


Siesta 


Models made in the USA are becoming increasingly popular in Japan. This is 
how Mitsukoshi, Tokyo department store, uses them. 


FIGHT OBSOLETE 
REFRIGERATION 
WITH $100,000 


New York, March 30.—Pooling re- 
sources for a concerted attack upon 
“antiquated refrigeration methods,” 
the Electric Refrigeration Associa- 
tion of New York launched a $100,- 
000 newspaper campaign this week 
to continue throughout the summer. 

The cooperative drive, to be finan- 
ced by all the major metropolitan 
distributors, is the first of such mag- 
nitude ever undertaken. Two main 
factors contributed to the aggressive 
stand taken by the distributors: the 
anticipated building boom and the 
competitive position held by Electro- 
lux, a gas refrigerator. All gas util- 
ities in the metropolitan area dis- 
tribute Electrolux units exclusively, 
and give it the benefit of their large 
institutional and merchandising cam- 
paigns. Servel, Inc., also conducts 
national advertising for Electrolux, 
providing formidable opposition for 
competitors. 


Employ Big List 


To meet this, the electric distribu- 
tors will employ weekly full-page 
black and white advertisements in 
the New York Herald Tribune, Jour- 
nal-American, Mirror, News, Post, 
Sun, Times and World-Telegram. 
Four-color insertions will appear in 
the Sunday supplements of the Her- 
ald Tribune and Journal-American. 

Emphasizing the economy, safety 
and simplicity of electric refrigera- 
tion, copy will be dominated by the 
trade association’s character, ‘“Elec- 
tric-cold,” a cartoon - figure, half 
Scotchman and half Eskimo. “No 
wonder folks call me the Scotch-Es- 
kimo,” he will say, “for I’m as thrifty 
as a Scotchman and as cold as an 
arctic night.” 

A wide assortment of selling helps 
and point of purchase material has 
been prepared for local dealers. Par- 
ticipating in the campaign are the 
distributors of Crosley, Frigidaire, 
General Electric, Gibson, Hotpoint, 
Kelvinator, Leonard, Norge, Spar- 
ton, Stewart-Warner and Westing- 
house refrigerators. Ralph H. Jones 
Company is the agency. 


Vancouver Club 
Headed by Tiffin 


Robert F. Tiffin, Neon Products of 
Western Canada, Vancouver, B. C., 
has been elected president of the 
Junior Advertising & Sales Club, re- 
cently organized by the Advertising 
& Sales Bureau of the Vancouver 
Board of Trade. 

Other new officers are G. F. Blythe, 
B. C. Electric Railway Company, 
vice-president; Russ Shaneman, Hud- 
son’s Bay Company, treasurer, and 
Kathleen M. Clarke, J. J. Gibbons, 
Ltd., secretary. 


Howard Wins Promotion 


A. A. Howard, for the past three 
years a member of the local adver- 
tising staff, has been appointed na- 
tional advertising manager of the 
Washington Herald and Times. 


Addison Sims’ 
Creator, Davis, 


Taken by Death 


New York, March 31.—Hartley 
Courtlandt Davis, the man who cre- 
ated the advertising character, “Ad- 
dison Sims of Seattle,” which became 
a byword in the nation’s conversa- 
tion, died suddenly yesterday at the 
age of 72, at his home in Great Neck, 
L. I. He was publisher of the Great 
Neck News, a weekly paper. 

A native of Philadelphia, Mr. 
Davis became an advertising consul- 
tant about 25 years ago, after having 
served on several metropolitan news- 
papers, as editor of Munsey’s Maga- 
zine and assistant editor of The Lit- 
erary Digest. He brought into being 
his famous character when engaged 
to prepare a series of advertisements 
for the Roth Memory Course. 


Used Hotel Setting 


The setting of the catch phrase 
was a hotel. A gentleman was pic- 
tured as he approached the desk 
clerk. The latter had taken the Roth 
Memory Course and his remarkable 
retention of faces, names and places 
was evidenced as soon as he looked 
at the apparent stranger. 

“I remember you,” the _ clerk 
chirped. “You’re Addison Sims of 
Seattle.” He then recalled to the 
astonished guest that they had met 
once, long ago, at a dinner. Minute 


details of their previous conversa- — 
tion were recited by the clerk, who © 
also explained he owed his remark- © 


able memory to the Roth Course. 
Mr. Davis once revealed that he 
had taken the name of his central 
character from Admiral Williams S. 
Sims. He chose Seattle for euphony. 
From his advertising work, Mr. 
Davis was reputed to have amassed 
a comfortable fortune, but he suf: 


ll 


fered heavy reverses in 1929. In 1930 


he bought the Great Neck News and 
was operating it successfully at the 
time of his death. (Other obituaries 
on Page 31.) 


PIGS 


“Pigs is pigs” the world over 
—nowhere do they grow into 
hogs quicker than in the Ma- 
con area. If you're heggish 
about sales, offer your goods 
to this prosperous, able-to- 
buy live-stock producing re- 
gion through adequate ad- 
vertising in 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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ADVERTISING AGE 


PICTORIAL 
JOURNALISM 
1938 model 

I you want to get a preview close-up on the revolution- 

ary changes that are happening to rotogravure, send for a copy of 

Pictorial Journalism, 1938 Model, that tells how Metropolitan has 

led the way in this new and dynamic trend. Request for a copy of 

this comprehensive treatise on a subject both interesting and valu- 

able to everyone active in the fields of publishing and advertising 

places you under no obligation, or cost. 
Metropolitan Sunday Newspapers, Inc. - - 220 East 42nd Street, New York 
ANNOUNCEMENT! 


Effective with the issue of June 5th, 1938, The Milwaukee Journal becomes 


4 affiliated with Metropolit 
Inc. This means the addition of an important market — etropolitan Sunday Newspapers, 


the 12th largest city in the country — and another strong newspaper. 


Metropolitan_--- —weekl 


Color Additional or alternate papers 
Baltimore SUN @ Boston GLOBE @ Bulfalo TIMES @ Cleveland PLAIN DEALER Metropolitan Boston HERALD @ Buffalo COURIER-EXPRESS 
Chicago TRIBUNE @ Detroit NEWS @ New York NEWS @ Pittsburgh PRESS Sunday Detroit FREE PRESS @ New York HERALD TRIBUNE 
Philadelphia INQUIRER @ St.Louis GLOBE-DEMOCRAT @ Washington STAR TEU §6S: Louis POST-DISPATCH @ Washington POST 


New York «+ Chicago Milwaukee JOURNAL 


THE LARGEST CIRCULATION IN THE WORLD OF ANY GROUP OR MEDIUM 
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Ethridge Made 
Czar of Radio; 
Levy in Fold? 


(Continued from Page 1) 
like the way the game was being 
played, said in Philadelphia today 
that his application was accompanied 
by a check which might prove useful 
to the NAB. The check, in turn, was 
coupled with the Levy advice as to 
how the NAB should proceed. 


Likes Present Contract 


“A paragraph in the circular which 
solicited broadcasters to join the 
NAB,” quoth Mr. Levy, “advised them 
not to join if they are satisfied with 
the present contract with American 
Society of Composers, Authors and 
Publishers. My brother and I be 
lieve that the author of that para- 
graph has not been fair with the 
broadcasters inasmuch as he fails 
to explain fully the meaning of ‘sat- 
isfied with the present ASCAP con- 
tract.’ 

“Perhaps its author is the same 
one who urged the broadcasters to 
pay both ASCAP and Warner Broth- 
ers for the same music. Our main 
reason for rejoining the NAB is the 


desire for renewal of the contract 
with ASCAP.” 

Apparently the NAB board was 
not especially touched by Mr. Levy’s 
plea, as it reaffirmed the action of 
the recent broadcasters’ convention 
which urged the Department of Jus- 
tice not to drop the anti-trust suit 
against ASCAP. 

It also instructed the executive 
committee to begin exploratory con- 
sideration of the whole question of 
music copyrights at once, with par- 
ticular reference to the expiration of 
the industry’s contracts with ASCAP 
in 1940. 

Acting upon the report of Lloyd C. 
Thomas, WROK, Rockford, IIl., chair- 
man of the committee of independent 
stations, the board voted to recog- 
nize the demand made upon inde- 
pendent stations by the American 
Federation of Musicians as an indus- 
try problem and to underwrite the 
expenses of the committee, as well 
as counsel fees for those stations de- 
siring to undertake consultation and 
negotiation with the AFM. 

The board continued the Sales 
Managers’ Committee, headed by L. 
H. Avery, Buffalo; admitted the two 
major networks to associate member- 
ship, and cleared the decks for action 
by appointing necessary committees. 
The list includes one to study the 
question of associate memberships 


|tion,” said Mr. Ethridge following 


and report 30 days hence; one to con- 
sider the report of the NAB, Bureau 
of Copyrights and report within 30 
days; one on accounting, and an- 
other on engineering, with a third | 
to represent the NAB on the Federal 
Radio Education Committee, created | 
by the Federal Communications Com- | 
mission to study the problems of | 
educational broadcasting. 
The board reappointed its repre- | 
sentatives on the joint committee on | 
radio research, which for three years 
| 

| 


has been studying standardization of | 
station coverage audit methods. The 
NAB delegates are Arthur B. Church, | 
KMBC, Kansas City; H. K. Boice, | 
Columbia Broadcasting System, and 
Roy C. Witmer, National Broadcast- 
ing Company, New York; J. O. Ma- 
land, WHO, Des Moines, and Philip 
G. Loucks, counsel. 

Selection of Mr. Ethridge to con- 
tinue as head of the NAB during its 
trying reorganization period is re- 
garded as a great and sincere tribute, 
since he is more of a newspaper man 
than radio expert. A native of Mis- 
sissippi, he served such newspapers 
as Macon Telegraph, New York Sun, 
Washington Post and Richmond 
Times, as well as leading press asso- 
ciations, before joining the Louisville 
papers. 

“In setting up their new organiza- 


Trained guides conduct visitors through the WW4 Studio Building every half hour from 1 p.m. to 
9:30 p.m. daily. A typical group is pictured above Below: gatherings of club women and “candid 
camera” fans in the Auditorium Studios 


No, the studio and transmitter buildings of 
WWJ are not public show places. They. 
were planned, constructed and equipped 
solely in the interests of better broadcasting. 
Yet, in 1937, alone, more than 203,000 
people—business men and housewives, 
butchers and bakers, professional men and 
club women—took the time to visit WWJ, 


witness broadcasts from its fine ayditorium 


only from prestige such as WWJ has gained 
through its 18-year-old policy of always con- 
sidering the listeners’ interests first. Just as obvi- 
ously, the radio advertiser wishing to sell his 
product in the Detroit market can do a better 
job with WWJ—the station that is preferred 
by 39°: of all Detroit's homes, by actual survey! 


studio and inspect the equipment. Obviously | 


such a manifestation of interest could result 


George P. Hollingbery Company 
New York : Chicago : Detreit : Kensos City 
Son Francisco : Jacksonville 
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announcement of the directors’ ac- 
tion, “broadcasters have been merely 
trying to create the instrument 
through which they may help carve 
the destiny of an industry in which 
they, while recognizing the public in- 
terest, still have sizeable financial 
investments. 

“They believe that with whatever 
faults it may have, the American 
system of broadcasting is still supe- 
rior to any other in the world and 
that a great part of that superiority 
lies in the encouragement of indi- 
vidual initiative within proper limi- 
tations. There is, in the long run, 
no conflict whatever between the 
public interest and the concepts of 
good and decent business.” 


Gallup Dissents 
from Estimate 


of Radio Homes 


New York, March 30.—The num- 
ber of homes in America possessing 
radio sets remained a moot question 
this week as the technical commit- 
tee of the Joint Committee on Radio 
Research experienced internal dis- 
sension both as to the method used 
and the results. The committee, by 
a vote of seven to one, estimated 
26,700,000 “radio homes.” 

The figure is an average of esti- 
mates released during the past year. 
The highest figure was Fortune’s, 
placing ownership at 88 per cent of 
American families, or 28,000,000. The 
other extreme was reached by Dr. 
George Gallup’s American Institute 
of Public Opinion which placed own- 
ership at 77 per cent or 25,000,000 
homes. Dr. Gallup, research direc- 
tor of Young & Rubicam, Inc., stood 
by his own findings and cast the 
lone dissenting vote. 

Dr. Gallup also took exception to 
the Southern negro ownership fig- 
ures presented to the committee by 
Columbia Broadcasting System, con- 
tending that the CBS figures col- 
lected by Daniel Starch were too 
high. 


Auto Trade Practice 
Conference, April 26 


Preliminary moves for establishing 
trade practice rules of the automo- 
bile industry will get under way at 
a meeting April 26 in Detroit under 
auspices of the Federal Trade Com- 
mission. 

Scheduled for discussion are al- 
leged misleading illustrations, ficti- 
tious prices and terms of sale. 


Split Kellogg Duties 
Following the resignation of Karl 
Kellogg as director of the merchan- 
dising department, Stations KFT- 
KECA, Los Angeles, Harry Comer, of 
the sales staff, has assumed charge 
of merchandising, with Bernard 
Smith, publicity director, handling 
advertising. Mr. Kellogg will enter 

the agency field in Los Angeles. 


Bulletin for Retailer 

Grey Advertising Agency, Inc., 
New York, has announced the publi- 
cation of a new bulletin for depart- 
ment stores, entitled “Retail Grey 
Matter.” The new publication will 
contain material of specific appeal to 
department store executives. It will 
be issued on the 25th of each month. 


O’Hare to Castle Films 


Eugene R. O’Hare has been ap- 
pointed to the sales staff, industrial 
division, of Castle Films, Inc., New 
York. He will be assigned to the 
New York office, where he succeeds 
J. A. Leggett, resigned. 
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Cleveland lst 
to Come Back, 


Public is Told 


Cleveland, March 31.—On _ the 
theory that the present business 
slump is largely psychological, 
Cleveland manufacturers have 
joined hands to restore confidence 
in a cooperative poster campaign 
telling the public that Cleveland 
will be the first to come out of the 
recession. 

The Come-to-Cleveland Commit- 
tee of the Cleveland Advertising 
Club promoted the campaign, though 
its name does not appear in the 
advertising. The boards, 50 of 
which are now posted, were sold to 
individual sponsors on the basis of 
one board for one month. The 
panels are those of Central Outdoor 
Advertising Company. The spon- 
soring firm’s name is stripped in 
on the sheet. 


Bulletins as Honor Rolls 


In addition to the 24-sheet post- 
ers, two painted bulletins are be- 
ing used as honor rolls. These 
boards, located on the main traffic 
arteries of the city, carry the gen- 
eral campaign and also names of 
sponsoring companies. The 50 names 
are divided between two boards. 

Copy on the _ posters’ reads: 
“Cleveland led out of depression, 
Cleveland leads out of recession.” 


Griswold to Talk 


Glenn Griswold, publisher, Busi- 
ness Week, will speak to the Chicago 
Business Papers Association April 4 
at noon in the English Room No. 1, 
Marshall Field & Co. 


Names Farson & Huff 


Anchor Stove & Range Company, 
New Albany, Ind., maker of Anchor 
Kolstokers, stoves and heaters, has 
placed its advertising with Farson 
& Huff, Louisville, Ky. 


Meissner to F, B & M 


Meissner Mfg. Company, Mount 
Carmel, Ill., manufacturer of electric 
coils, has appointed Ford, Browne & 
Mathews, Chicago, to handle adver- 
tising of its merchandising division. 


— ¢ 
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A Salematker. 
When you want fresh, salesmaking ~e 
tions for your advertising, just goody wa 
big new catalog of almost 1,000 stoc ieday 
tographs. Write for your free COPY - 
on your business letterhead. 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


143 N. Wabash Avenue Chicago. Illinois 
Franklin 0075 = 
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ACK in 1935, when 
THISWEEK MAGAZINE 
made its bow, some advertisers 
couldn’t see our sales story 
with a 100-inch telescope. And 


we really can’t blame ’em. All 
we had to back up our claims was a lot 
of cold, hard-to-digest statistics. 


But this is 1938. Over 300 products have 
already tried This Week. They’ve tested 
its effect on the trade, and on-the public. 
They’ve counted the actual sales. As a 
result, our sales story is “‘clear as day” 


now, to these advertisers. 


Here are a few dollars-and-cents reasons 
why: 


A CANNER scheduled a tomato-juice 
campaign, and sent advance notice of it 
to the trade. Among the orders that came 
back was a 2-carload one from a Mich- 
igan jobber. This jobber wasn’t even in 
one of our 24 key cities. Yet he sold that 
entire shipment in less than 2 weeks— 
while a whole carload of another adver- 
tised brand gathered dust in his ware- 


house. 


A BOOK PUBLISHER skeptically tried 
a page ad. It made more direct sales 
than any ad they had ever run before— 
and at ‘‘a phenomenally low rate’... 
And as for dealer sales, one store in 
Baltimore sold 42 copies of the book be- 


fore noon on the morning after the ad ran. 


O 


MCPTES COTeLY Telete cic 


COGAtEd Gedee COElme 


THISWEEK 


Sherer oes ate OMe 


SELLSBOTH 


Cttee Greve 1846 Hee 


SIDESOFTHE 


Gt0e whtee MEO enim 


COUNTER 


1oecn 


A CARPET COMPANY reported that: 
‘From the time the series was first an- 
nounced, dealers have been enthusiastic 
over it. Stores have been writing in for 
display material, and many plan to run 
local advertising to tie in . . . Some deal- 
ers who have not previously handled—— 


Carpets have put in substantial stocks.” 


A TYPEWRITER COM- 
PANY found the dealer reac- 
tion to its campaign something 


to write our home office about. 


Their Vice-President ascribed 
that to “the splendid accept- 
ance of your powerful magazine, and the 
fact that dealers locally know and respect 
the newspapers which distribute it.”’ 


AN AUTO MANUFACTURER ran a 
color page to push used cars, and asked 
us to help get dealer cooperation for it. 
On the day the ad ran, the dealers tied 
up with twice their usual space in This 


Week’s newspapers. 


A BEVERAGE CONCERN set out to 
get dealer cooperation for its color page. 
One New Orleans grocery chain re- 
sponded by featuring the item in 25 of its 
best units. They disposed of 4,416 pint 
and quart bottles. 


A FRUIT GROWERS’ CO-OP had to 
ask us to stop telling the trade about their 
tie-up displays, because they couldn’t 
possibly meet all the requests coming in 


from dealers. 
+A xy vy 


We could go on and on and on, but the 
typographer has called a halt. We think 
you'll get the idea, though. But if you 
still find it hard to see how ‘“‘This Week 
Sells Both Sides of the Counter,” we'd 
like to suggest an eye-opening prescrip- 
tion: an actual test campaign. 
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1 
ANNOUNCES A NEW, INCREASED 
‘CIRCULATION GUARANTEE OF 


‘Tuls 1s the largest net paid guarantee in Liberty’s 
history. Current issues have been delivering a bonus 
to advertisers well in excess of this new guarantee. 


EFFECTIVE April 16, 1938, advertising rates will be 


increased proportionately. Advertising at current 
rates 1s acceptable up to Friday, April 15, 1938. 
Liberty’s rate per page per thousand circulation 


remains the same. 
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Burger Demands 
Tire Producers 
File Minimums 


Chicago, March 31.—Arriving in 
Chicago today after a swing through 
85 cities in a dozen states, George 
J. Burger, secretary, National Asso- 
ciation of Independent Tire Deal- 
ers, called on tire manufacturers 
to comply with overwhelming senti- 
ment among tire outlets by filing 
minimum prices under the national 
and 42 state fair trade acts. 

Mr. Burger asserted that if the 
manufacturers are sincere in their 
expressed good wishes to retailers, 
they will no longer hesitate to ac- 
cede to clamorous dealer desire to 
operate under price maintenance 
These dealers, Mr. Burger said, are 
seeking no change in present prices 
or discounts. 


Dealers Blame Manufacturers 


“The delay of manufacturers in 
taking advantage of fair trade 
laws,” said Mr. Burger, “has made 
dealers deeply suspicious of their 
motives. Their dilatory tactics seem 
to indicate that the producers of 
tires are not as much concerned 


with a uniform price structure as 
they would have retailers believe. 
One or two who have filed minimum 
prices have made no effort to main- 
tain them.” 

His association, Mr. Burger said, 
included dealers doing between 50 
and 60 per cent of total retail vol- 
ume, and the number is constantly 
increasing as the result of the or 
ganization’s efforts to have mini- 
mum prices established. 


Kircher on ABA Bill 

Albert Kircher, president of the 
Albert Kircher Company, Chicago, 
was a guest speaker at the Chicago 
convention of American Brewers’ As- 
sociation, Mareh 30-31. Mr. Kircher 
set forth a new selling plan for the 
brewers in which he emphasized the 
value of cooperative effort, new sales 
appeals and the development of new 
markets. 


Specialty Book Out 


James Maratta, author, has com- 
pleted a book titled, “How to Finance 
and Market Specialties and Inven- 
tions.” It covers specialty merchan- 
dising through specialty agents, dis- 
tributors, dealers and factory 
branches. The test will be released 
by the Council for the Improvement 
of Specialty Selling, Inc., New York, 
April 15. 


CLAIM ECONOMY, 


SPEED FOR NEW 
BEN DAY METHOD 


Cleveland Newspaper Artist 
ls the Inventor 


Cleveland, March 31.—A_ process 
which critics predict will revolution- 
ize Ben Day engraving methods re- 
ceived its premier showing in Cleve- 
land this week. 

A 34-year-old advertising artist of 
the Cleveland Plain Dealer is the in- 
ventor of the process, identified as 
“Pres-a-Tint.” It produces Ben Day 
shading and high lights in over 100 
patterns by the simple stroke of a 
lead pencil over a laminated cello- 
phane sheet. 

Shadings are transferred directly 
on the drawings by the artist, as in 
some other methods of “trick Ben 
Day,” but the Pres-a-Tint was de- 
clared by the commercial artists and 
experts who saw the demonstrations 


Five Ben Day effects as produced in 
one line drawing by the new process. 


after the demonstration. “It is only 
one-third as expensive as anything 
now on the market and is more sat- 
isfactory for the artist. Each artist 
can now get his own individual ef- 
fects and he is not subjected to the 
hazards of the development of his 
idea by a second or third person. It 
opens the way for more attractive 
advertising illustration in news- 
papers and magazines.” 

Ted Maddock, who spent three 
years perfecting the process, told 
students in an art class at Cleveland 
College that the new method is faster 
and easier to use. 

“I got tired of puttering around 
with the ‘trick Ben Days’ that were 
on the market and decided to see if 
I couldn’t improve on them,” Mr. 
Maddock said. “The inconveniences 
of developers, cutters, burnishers and 
scrapers made me want to reduce the 
job to something as simple as strok- 
ing the drawing with a lead pencil.” 
Mr. Maddock demonstrated how in 
five minutes he can reproduce Ben 
Day effects of a $9.62 cut upon a 
drawing which could be engraved 
for $3.92. 


to eliminate major weaknesses of 


other methods. 


“This process will revolutionize 


the Ben Day methods of engraving,’ 


Professor William C. Grauer, lecturer 
in art at Cleveland College, stated 


<<. “"SH—-H, THEY’RE WEIGHING 


A BIG PENCIL ORDER!” 


1 Executive influence—always important in 
company buying — becomes doubly so when 
| business has a tendency to curtail expenditures. 


Isn’t this true in your own company? When business is slack, purchase 
|| of new equipment —even routine buying of services or supplies — 
¢ is subject to scrutiny and specific approval of men in higher executive 
positions. Today, more than ever, executives must be sold. 


BUSINESS WEEK sel/s executives. In good times 
a or bad, men who plan and guide business’ activity 
turn to Business Week for information on events 
which affect their decisions — decisions which will 


affect your business. 


TO ADVERTISERS: Business Week calls, by invi- 


tation, on 100,000 executive subscribers each week. 


With a proved readership of 3.7 men per copy, 


Business Week’s audience 


370,000 and reaches more executive readers per P 
advertising dollar than any other general magazine 
or general business magazine. Business Week sells 


the men you've got to sell, come good times or bad. 


is increased to over 
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McGraw-Hill Publications * 330 West 42nd Street, New York City 
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Only five styles are needed for the 
more than 100 effects which the Pres- 
a-Tint process provides. Three 
,|gradations of dots and two grada- 
tions of lines complete the series. 
These are successful in either black 
or white, but may be developed in 
colors later. 


Advantages of System 


Drawings may be rolled, folded or 
handled normally with the new 
process, for the Pres-a-Tint process 
is permanent. It will not discolor 
drawings if filed for an indefinite 
period. It may be used on any type 
of paper or drawing board and may 
be transferred over clippings without 
leaving shadow lines or tints. When 
an error is made, the artist may paint 
it out with Chinese white and correct 
his mistake immediately without ex- 
pensive cost or delay. 

Pres-a-Tint is made in sheets 14x16 
inches and the mechanics of apply- 
ing it are: first, cut a piece large 
enough to cover the surface of the 
sketch or drawing; second, lay the 
emulsion side down on the drawing; 
third, secure two edges of the Pres- 
a-Tint sheet to the drawing with 
gummed tape; fourth, use ordinary 
lead pencil to apply pressure over 
the portion to be transferred. Part 
of the convenience of the process is 
in the fact that the shading can be 
graded by pressure of the pencil. 

Since the transfer sheet is trans- 
parent, it is possible for the artist to 
experiment with his effects by move- 
ment of the Pres-a-Tint sheet on 
the drawing until he sees his best 
effect. This is regarded as a feature 
which will make the new process im- 
mediately popular with artists, as 
well as advertisers. 

Sheets for the process, which is 
now being used by the Cleveland 
Plain Dealer, The Cleveland News 
and major department stores of 
Cleveland, are manufactured and dis- 
tributed by the Fine Arts Mfg. Com- 
pany, 1435 W. 8l1st street. They 
have not been marketed outside of 
Cleveland. 
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Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 
NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernwood 
MUrray Hill Avenue 

6-2370 HOllywood 53/5 


CHICAGO ¢ 
333 N. Michigan Ave. 
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It wasn’t surprising | news to Arizona. 
Al that the per capita income in 
Arizona gained 36% i in 1937 ‘over 
1936--the largest increase anywhere 
in the nation. Or that Arizona made 
the year’ s outstanding gain in total 
income with an advance of 38%. | 
No, Arizona Al wasn’t surprised : 


“cause Phoenix, the center of this 
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“gold nugget of western markets”, 4 


| consistently reflects good oe 


on all trade charts. It’s a great place 


to sell MORE of everything! 
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*&* The Phoenix Republic and Gazette daily reaches an aggre- 
gate of 280,000 persons, more than half the population of Arizona. 


**-KTAR, Arizona’s pioneer station, and member of both Red 
and Blue NBC networks, serves all Arizona with the best in radio! 


PEOPLE plus MONEY equal SALES FOR ADVERTISERS IN THE PHOENIX MARKET! 
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Midwest Gets 
Promotion of 


New Dog Food 


Seattle, March 30.—Albers Bros. 
Milling Company this week widened 
its campaign on Friskies, a complete 
ration dog food, with copy appear- 
ing for the first time in two Chicago 
newspapers, the News and Sunday 
Tribune. This expanded effort, a 
company spokesman said, follows a 
two-year drive on the West Coast 
which has given the product a steady 
rise in sales. 

In addition to the newspaper 
copy, a twice-a-week radio program 
is also being broadcast in Chicago 
over Station WMAQ. 

Newspaper insertions emphasize 
the value of Friskies as an all-in-one 
ration for the dog and assert that 
the product’s worth has been proven 
through three years of scientific 
tests. Also offered is a free booklet 
of suggestions for canine care and 
training. Erwin, Wasey & Co. is the 
agency. 


$7,500 for City 


Shreveport, La., has appropriated 
a fund of $7,500 to promote the city. 


Nova Scotia Seeks 
American Tourists 


Nova Scotia Government Bureau | 
of Information, Halifax, will break | 


its 1938 advertising campaign with 
two-color bleed pages in the April 
and May issues of eight sports and 
travel magazines, to be followed by 
an intensive tourist vacation appeal 
drive in 35 newspapers in Eastern 
cities and in Canada. 

Frank Presbrey Company is the 
agency, with Jordan L. Mott as ac- 
count executive. 


Wembley to Wisdom 


William B. Wisdom, Inc., New Or- 
leans, has been appointed to handle 
advertising for Wembley, Inc., New 
York. A business paper campaign is 
scheduled in Apparel Arts and Men’s 
Apparel Reporter for Wembley cra- 
vats and consumer advertising will 
follow in Esquire, Life and The New 
Yorker. 


Robinson Joins WSM 


Francis Robinson, for the past 
three years editor of Nashville Ban- 
ner Magazine, has joined the pro- 
gram department of Station WSM, 
Nashville. 


Enoz to Garrison 


Enoz Chemical Company, Chicago, 
disinfectants, has appointed W. W. 
jarrison & Co., Chicago, to handle 
its account. 


18 COLOR PAGES 
PUT BEAUTY IN 
ANNUAL REPORT 


McKesson & Robbins Issues 
Deluxe Statement 


Bridgeport, Conn., March 31. 
While many advertising gestures to- 
ward stockholders have been made 
by large corporations in recent years, 
most of these efforts pale into insig- 
nificance beside the annual report of 
McKesson & Robbins, Inc., which, is 
sued today, contains in addition to 
much pleasant news for sharehold- 
ers 18 color pages, “faithfully depict- 
ing the entire McKesson line of 
drug products.” 

The 54-page volume is printed in 
a de luxe fashion hitherto confined to 
a few leading general magazines. 
Fine coated paper is used for inside 
pages and heavy cover stock, which 
for some unknown reason, has al- 
ways been something of a waif in 


Number 


FIRST 
ALL THE 


BASIC CBS 


of National 
Periods One-quarter Hour or Longer - - - 


" You Check The 
Rochester Market 


bender of National Accounts on the Air 


Number of Local Accounts on the Air - - 


Accounts Using 


Number of Local Accounts Using Periods 
One-quarter Hour or Longer - - - - 


Number of Local Accounts That Renew 
Year After Year 


Highest Percentage of Listening Audience 


Most Economical Coverage of Rochester 
Market - - - 


Most Extensive Merchandising Service - - 


Be 


WAY.---- 


Representatives: Paul H. Raymer Co. 


3; New York, Chicago, Detroit,San Francisco 
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Guy C. Hamilton 


the advertising field, in spite of its 
great possibilities, is utilized for the 
cover. The size of the report is also 
calculated to make an impression, 
being 11x14 inches, overshadowing 
the puny leaflets which so often carry 
a company’s report of its achieve- 
ments to stockholders. 

F. Donald Coster, president of Mc- 
Kesson & Robbins, gives a clue in his 
report to the number of copies of the 
book issued. He explains that the 
company has 11,345 preferred and 
13,501 common stockholders, so that 
some 25,000 persons of considerable 
buying power and more than a cas- 
ual interest in the company’s welfare 
are given an opportunity to see, in 
their natural colors, the products in 
which their stock gives them a pecu- 
liar interest. 


Get Added Circulation 


The 18 color pages will receive con- 
siderably greater circulation than in- 
dicated, however. Every sales repre- 
sentative of McKesson & Robbins has 
been equipped with a portfolio con- 
taining the 18 pages, and according 
to President Coster, “definite results 
showing increased sales have been 
charted through its use.” 

Consolidated net earnings for 1937 
amounted to $3,667,324, compared 
with $3,286,614 in 1936. Net sales 
for 1937 aggregated $174,572,229, a 
handsome gain over the $153,119,474 
of the preceding year. The net profit 
showing is not only the best in re- 
cent years, but it is less than $400,- 
000 below that of 1929, when $4,014,- 
408 was realized. 

Sales in 1937 were divided as fol- 
lows: Wholesale drug sales, $106,- 
333,977; wine and liquor sales, $44,- 
714,907; manufacturing, import and 
export sales, $28,417,575, less elimina- 
tion of $4,894,231 for intercompany 
sales. 

Mr. Coster explained that $1,651,655 
was spent in general advertising and 
sales promotion in 1937 to increase 
the sales of some of McKesson & 
Robbins’ established drug and liquor 
products. The drug products chosen 
for development through advertising 
were Calox tooth powder, McKesson 
Vitamin Products, Albolene Solid, a 
cleansing cream, Pursang, a tonic, 
Yodora, a deodorant, Ibath, an eye 
wash, Analax, a laxative, Calox anti- 
septic, and McKesson milk of mag- 
nesia, in addition to a number of 
whisky brands. 

“Calox tooth powder, which has 
been growing in volume for many 


years, in 1937 far outstripped any 
previous record,” said he. ‘Albolene 
Solid, a hospital proved cleansing 


cream for the care of the skin, and 
Ibath, for relief of sore and irritated 
eyes, made substantial gains, and Yo- 
dora, a scientifically compounded de- 
odorant cream, is continuing its up- 
ward trend in volume.” 


Pittman Appointed 


M. G. Pittman has been appointed 
manager of the Kansas City office of 
Western Newspaper Union, succeed- 
ing Frank A. Freeman, who has been 
transferred to Dallas. 


Photographers to Meet 


Photographers’ Association of 
America will hold its 51st annual 
convention at the Stevens Hotel, Chi- 
cago, Aug. 22-26. 


McClatchey to 
Join in Test 
of Facsimile 


Sacramento, Cal., March 30.—Guy 
C. Hamilton, vice-president and gen- 
eral manager of McClatchey Newspa- 
pers, and vice-president and general 
manager of the McClatchey Broad- 
casting Company, announced today 
that facsimile broadcasting will be 
instituted by the Sacramento Bee 
over Station KF BK, Sacramento, Aug. 
1, on an experimental basis. 

Under FCC regulations, stations 
are permitted to do experimental 
work in the facsimile broadcasting 
field with existing equipment, during 
hours when they are not on the air 
with radio broadcasting. Station 
KFBK will operate in the facsimile 
field from midnight to 6 a. m. 


Use Fifty Receivers 


Fifty receiving machines will be lo- 
cated in homes, business establish- 
ments and public places in Sacramen- 
to, and will be moved from time to 
time to give the broadest possible 
test of the operation. United Press 
news service will be employed. RCA 
transmission equipment for facsimile 
broadcasting will be installed shortly 
after May 1. 

Mr. Hamilton is to speak at a din- 
ner given by the Intertype Corpora- 
tion during the ANPA convention in 
New York next month on facsimile 
broadcasting from the point of view 
of the publisher, while David Sarn- 
off, president of Radio Corporation of 
America, will speak on the same sub- 
ject from the standpoint of the broad- 
casting industry. 


Management Group to 


Discuss Distribution 


Distribution problems, in addition 
to those pertaining to labor and 
management, will be featured at the 
Seventh International Management 
Congress to be held in Washington, 
D. C., Sept. 19-23. 

Leon C. Stowell, executive vice- 
president of Underwood Elliott 
Fisher Company, heads the program 
committee. 


Leaves Chevrolet 


H. B. Hatch has resigned as as- 
sistant general sales manager of 
Chevrolet Motor division to enter the 
retail automobile business on the 
Pacific Coast. T. H. Keating, form- 
erly assistant general sales manager 
in charge of used cars in the East, 
succeeds Mr. Hatch. 


Accounts to Wilder 


Alvin Wilder, Los Angeles, has 
been named advertising agency for 
National Furniture Company, Ben- 
jamin Irving Jewelers, Martin Green 
Furniture Company, Quality Made 
Furniture, Carl Furniture Company 
and Nassours, Inc., Ltd. 


Oliver Transferred 


C. Burt Oliver has been transferred 
from the Dayton, O., office of Lord 
& Thomas to the Los Angeles office, 
where he will handle accounting and 
financial work. 


That’s the title of a new 32 
page full color book which you 
may have free for the asking. 
It covers in a most concise and 
comprehensible way the sub- 
‘ect of how color photographs 
are made and used in modern 
advertising. Your name on 
your business stationery will 
get you a copy - and it’s really 
worth having. 
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MANZ CORPORATION 
4043 Ravenswood Ave. + Chicago 
ANY SIZE JOB IS A MANZ SIZE JOB 
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NO. 5 OF A SERIES 


The Christian Science Monitor is a Local Paper to 
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HE CHRISTIAN SCIENCE MONITOR is a definite “In addition to the satisfactory response from a dol. 
ict factor in the buying activity of Portland, Oregon. _lar-and-cents standpoint, it has been highly pleasing to meet 
| One Portland merchant wrote: “I would prefer to give the type of person who comes to the store because of Mon- 


up any other advertising medium than The Christian Sci- 
ence Monitor, as I am positive I get better results from it 
than from any other advertising.” 


itor advertising. I have found them to be the most satis- 
factory clients. “% 


“I have spent a great deal of money for advertising, 
From another Portland merchant, a jeweler, hascome — yyy there is no medium I know of that in any way compares 

the following: “My experience with advertising in The in results with The Christian Science Monitor.” 
Christian Science Monitor has been not only pleasant, but . 
also productive of very definite results. 


For the national advertiser whose product or service 

“While we have had customers come in for repairs appeals to a discriminating audience The Christian Science 
9 ° . 

we have also had hundreds come in to make purchases. Monitor has an exceptional value as a medium. Our nearest 


The largest one I can recall was some $1500 — a most office will gladly give the complete story. i 
| satisfactory sale for a jeweler. 


Names of writers of letters quoted given on request. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


CHIC AGO OFFICE: 333 N orth Mi chi gan Av enue OTHER BRANCH OFFICES: New York, nian Bs nag ey hg San Francisco, Los Angeles, Seattle, Miami 


- P ae . " : srs as Ne ail + ee 2 NI gl : i 4 
SIS ne ., aM his . , as ; mie ; - — ria % \ ; bs 
7 ’ on iin ‘ ee We ng Ps Pe eabiae AR De ae ey oa . bat 4 ae is ii ad > . ; - 4 Rie er : A rer ¥: 
4 nei 4 ‘ at So f ee roe Bx 5 = pee Rr ty! Va : , : 7) Be chee 
‘ ei . af 
: a 
CTT TT TE i 
* i —————ee - = —— tetas ~ tater nears aes a — EE ‘ “ 
q oe 
aoe 
5 > 
“* m rer, ie es See a oe 7” : eit on. ‘ ‘ ; 
| ee ee ee: eee oe 
oa as “aay , 
A ge, " 
| *, : ¥. "3 . <n 
7 = ae ga . : : 4 be » RES SS oe es 
* : hg eee le ‘ sie = eae ei i? ee ee er a ee eta r eee sy ee ee ee ae a, 2 ee a toe ; he ‘ liter 
3 bas” S a ae ee © a" she ie “ld fs i: i. a op ie x . oe abesie S - he + se ee ar wf Pes prt me . a *. te ahs igs oe 3% “te. : : are 
< = ; = wg Bou * J » fs Mag ‘a a ie, . Pa pe. ioe ea a " Wee i = ? 1 We oe i. @ > ee 
ia ia pe ‘te i ers ‘“~ on e “hese, a wea dh Bot oe or’. he “) 3 ie . ry ay ie ee * of Pgh MS ety ~~ Mad i. Ce > pnw, a . 
ye t | a oat” ‘ Ee a Eo stg aan oo) er ae % ih on ws is kil ae % “ES - 2 swe a an . aw fe . “a 
: oe ' + ioe ro Pore —* Baer eae ; Be cae gy eo; ots : a Rage Oa Re Sere ud : 2 = 
OO ns ee ME ot eee yee oe A ee ee ee ee oa 
ty ee Ween eee eT Se a ee Me nat Se Ra oe oe aos 
ye ee he! a a a af i a Cle. 5 “im? Qe Le ee 4 aN co ae el a Wee PE le Sg, ae a tee 
ee ti ee Oy. ar, Rigs ak - hae i ie mt ee ee ee eo ee a wey ig = hh: es 
aero” Seat RGN a ee ee rons ge ae at Ps ae, Be ee gle — ae Re py Pag ae oe a eee brio es 
se a: Me us hae = ae * ee ee oe pup aa a e 8 = nd 5 - ‘ BS - > t 4 so ap. Sy 
oe <a age : ean es WWF eed ar Te Ry, ms . Fe ate 4 et ia s§3-> 2 nF ~ pent eg ; = ‘ae Ces to 
‘a - ae Te sl Ll el Rites Ae a cee eS Bigs’ 3 a See a ‘ . ra a ee ° 3 Lae Tie 3 ms ey Pg Mod vee 
: - —— o se eg a gee eee a —— yt ae ies f . + ca Yh en a ie & Mee © 2%. at Ae pe 
- comps we $ a enna ee : oe “ . ; . ae Se ; ite | ote ae ONL: ie a, eo 
Cea. 4 Fs ‘inte oe ee it: ae se ne fe eae i ~ atte? > a Fl oe oF li 5 i eg AO an . = ik on ae aha 
a oS ee, . ee re oa. id : ge hee ao ee Mie Oe ate a aw se & : 2 pas ges aS pats Ss : ‘ te, NS —— ae ae Ps ‘ ; -_ § etn 
ees SE” Sa? alles Sa ae Pon? . ay » * ee eee SR Se age te ¥ ved & Pee ee LS . Rp ~ ew ae * a AS ae 
ee a ae begs a Ra Se Ss ff ae ee 9 be... a ea, ON cee Ei si 
ES pe se ee — FE et in Oe pig “ a Sn. ene eke oe . at Seeing a>. aerate eee ie § LNG Pe Ly ’ myelin. a Sara 
a es Pes 5 ge sD eo ae. ke, . ly, ? eR OS Ro gece a fx tar * a ine _ nel - ee sete: 
Sg ae ge EF peat aw eb oe ee y ‘ Fay Mx x me. , oa i iiacdiadl ; ‘ “g. = : a ~ . Gin len ane 
7p ion Ns et beg: _ % ts Ge Ea a os ta mea - "eh 7 nag? CMe. - wr ey ei. m 74 be = pea ott: TM. a ‘ - r a ~ - poten 
° lems Ore ea os eee = ere Az ‘ 3 ma . oe oe . ce ae a. sia . : a2 Lo eae: iis 7 i ee ” fa alee 
ee ne in | Ray waar ee DE eae Oh Ie oe ee eS ES ae 
ie te A PON: “ e-.. ee a * oe IES Pees . we ba oe > ~ aes me: ee | = ‘ - 1S aa ae 
' Pad . .* ‘get _ — ae, een I, ew x oe, cA or Ps, il a 8 ; , ae ey a nn ae rd +; ' + Pe li pire i ~ “ei es " Sh che eee 
ome wee 6 a ee ia Pract..." eT ia i ei . a . ‘ Pam ine talc ns Bei a a SS Cee ee ee me SS a 
a he ee 5, pee om <-naith ee ae oo , oe . % >. Sas s as 
ee we «gh , . 5 Me . Pi Flips 3 orn Bs je ae id ‘. ‘ q Ss ao 
; - - Bea a _— rae : ir nn het sy, et a 3 ‘ Ff en] 
€ : 4 4 “ ee who ditties ~~ 4 hee. 5 Re # Pat a > oe ‘ d ev ‘ a= 9  . ‘ aa 
ste. aft ‘. oe 'y < dil 2 al ake a ‘ a i. (ro Re te eee r q . ro, ry 4 - ines a 
) Mee at -* Siti atl ee ee he gg Te Ne we oad ~~ ae aie ce ke oe eA oe ee ee 
; a oe See : Soe teh: See eee ait te on : ee a al. ese ees ee ‘ : il co ae ‘ nr . “xi, 
' ag a . ee le se pe a ; eae ce. | one mie 4 ile: PS, rs “er a Pe aes ee ee ae Ce har, 2 ee ? “Ts —_ ete aoe 
3 : *.. rene ond ie : a et p’ x San ek ee FP we —- anh ee = peat  eaiaiit On 5. ae a, € sais tae aoe: ao 
We 
. Peete ot 
Pee, 
j oa ies 
& ee ue 
r a: 
it +e 
eee 
fet th: 
tae ss 
CoS aha 
saciate Sha e 
Roe. Pg 
f Shi carats 
ite 
is eae 
gO ae 
eae 
Pa. Chats 
2S gee 
Some Las 
es eee 
ebm ret y 
" mae r Bad ey 
fa ag te, Pe 
fea, rn 
ec es 
opel y 
é: oe 
ete 
aa perl 
‘ me 
tas 
Se 
SSeS. 
eae 
i 
° Ps: 
Rat okie 
Wg is 
pag ae’ 
Pie Sie 
ey gy) 
sie ch 
re 
tg aes 
aes 
ie ee 
ae 
ak rs 
ma 
ell 
oa 
a. 
a 
. 
ee ne a 
ee Oe oe : 
oe ren oe 
ont oe eee OFF. 
porte and 
2? Sgr) 
fern oe eee 
et es we OO 
we Lot 
oe : 
_ 
zi 
* ; 
fan 
cae 
’ ea aaa = 
. 42 
1 r 
s 
n 
n 
v " 
se 
aR 
re <a 
N sites 
pete 
- “hash Fe 
are 
yin 
bi aa ee 
ce 
ORS § 
eee, We 
ty sees. 
te 
. it een sa 
: Gmc : |< age 
eS Ea eae fe, s rc “teva 4 i we 4 : é 2 ees OF oe a oar ea) wo. é 4 3 dest ee: Neg cp \wetase ne te oe SMa eV 
‘ Peta ts dy st ee een rote a‘ ie Gest es A MNS gat Ce SIMs, CE: Said Spare Bes ce nears OR ete CN ep ainda ce SOR Na, ne aa Sed iar ty Erman PERRI ce os ga TTR ERE are ee eee ree _ aR ta! i : > A y 7 . ‘ : 
2 Poy eG aia at oe Po OR Ment Hah Bape at COL Ge Pete, kere PAY eS Ck RO Pee te TMT: Sei Soph Sune ah we SOM "nag EMEA Git Fett pf iat ean ta : : zi aN baa: neat : . : 


12 


ADVERTISING AGE 


April 4, 1938 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St.............. 0.2 cece 
G. D. CRAIN, Jr., President and Publisher 
KENNETH C. CRAIN, Vice-President. O.L. BRUNS, Vice-President. E. KEBBY, Secretary 


PE PeTY ree er res a Tel. Del. 1337 
........Tel, BRyant 9-6432 


Editorial Department 
IRWIN ROBINSON, Eastern Editor; MURRAY E. CRAIN, Western Editor; RICHARD 
BOYLAN ESPEY, EDWARD H. EVERETT, FLOYD MILLER and RALPH O. 


McGRAW, Associate Editors. 
Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: Kenneth C. Crain, Eastern Manager; E. F. Thayer, Philip W. Murphy, 
CHICAGO: O. L. Bruns, Western Advertising Manager; John E. 


H. B. Odell, Jr. 
Walsh, J. C. Gafford. SAN FRANCISCO: 


Reilly, Manager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 
ATLANTA: B. Frank Cook, Walton Building. 


Manager. 


Simpson-Reilly, Ltd., Russ Bldg., Walter S. 


S. R. BERNSTEIN, Director of Research and Promotion 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 


Association, Advertising 


Federation of America 


Vol. 9, No. 14 


April 4, 1938 


5 Cents a Copy, $! a Year 


Cutting Distribution Costs 


The high cost of distribution is 
constantly referred to by critics of 
business who overlook the fact that 
many of the increases in these costs 
are the result of additional services 
which are being supplied because 
the public wants them. The public 
apparently is willing to pay for 
extra services which are not a 
necessary part of distribution but 
have been added in response to de- 
mand. 

A recent article in ADVERTISING 
Acre pointed out that customers of 
Sears, Roebuck & Co. are giv- 
ing its retail stores a large vol- 
ume of business in spite of the fact 
that lower prices are available 
through mail-order purchases from 
the catalogs. But even those who 
are familiar with the mail-order 
method of buying appreciate getting 
the extra services which are usually 
available through retail stores, and 
are willing to pay the slightly higher 
prices which are involved in pur- 
chasing in this way. 

On the other hand, it is entirely 
possible that costs of distribution 
may be cut through greater effici- 
ency in handling business, and in 
revising methods to eliminate some 


of the heavier imposts. This is 


particularly true in the wholesale 
field. Many wholesale grocérs are 
developing along specialty lines, for 
the purpose of concentrating on 
fast-moving goods and eliminating 
the slower sellers. By operating 
in this way, they can get their costs 
down to a point which permits them 
to make a profit on a margin which 
would have been regarded as inade- 
quate by the full-line jobber. 

Some of the cooperative market- 
ing organizations have provided ef- 
fective competition for wholesalers 
in the farm products field, cutting 
costs from the old figure of 10 per 
cent to about half that amount. 
Obviously the cooperatives operate 
on a non-profit basis, but alert com- 
petitors have been able to stay in 
business even when giving growers 
a similar reduction in sales costs. 
Evidently new efficiency has been 
developed in this field. 

Thus, while the cost of distribu- 
tion remains a problem which can- 
not be solved merely by complain- 
ing about it, the public is getting 
the benefit of more efficient dis- 
tribution in many lines. The pres- 
sure of new competition may be 
responsible to a considerable de- 
gree. 


Advertising’s Labor Problems 


The trend toward the unionization 
of white collar workers is continu- 
ing, and certain publishers, advertis- 
ing agencies, radio stations and 
other groups which have never been 
considered heretofore as a fertile 
field for the labor union are being 
faced with the necessity of negotiat- 
ing contracts with unions represent- 
ing their employes. It is a situa- 
tion which will be of increasing in- 
terest to advertisers, since many 
of the primary facilities of advertis- 
ing are affected. 

While most advertising men re- 
gard the field as professional in 
character, and resent the intrusion 


of the union element, there are 
some situations in which employ- 
ment conditions have encouraged 


organization. In offices where the 
rank and file of workers have been 
well treated, unions find it difficult 
to organize. Thus the employer is 
able to control the situation to a 
considerable extent, and even to 
anticipate possible efforts along this 
line. In some cities certain large 


organizations have been unionized, 
while similar enterprises in the 
same cities have been able to retain 
their independence. 

Generally speaking, it would seem 
that while clerical workers and other 
lower-paid classifications in some 
publishing, broadcasting, agency, 
and other advertising offices might 
need the help of unions in obtaining 
satisfactory conditions, those in 
purely creative departments, where 
individual ability can be measured 
and is usually quickly recognized, 
can hardly hope to benefit from 
union membership. On the other 
hand, they might easily be penal- 
ized through agreements intended 
to protect the less efficient in these 
groups. 

Some professional groups have 
been formed as a means of avoiding 
being forced into unions through 
group action for entire organiza- 
tions. Protection of individual in- 
terests through this method may be- 
come an important factor in the 
situation. 


THOSE BASEMENT RECREATION ROOMS 
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“It's just my husband. 


| (Zt 


He's always building something in the basement." 


ED 


DRAWN BY GEORGE PRICE 


(Copyright, 1938, Saturday Evening Post) 


A Prediction 
For those who keep their eye 
peeled on the business horizon, it 


might be well to set down the spring 
of 1948 as a date worth checking for 
the accuracy of a prophecy made the 
other day. The seer was Clarence 
Birdseye, frosted food pioneer, who 
believes the potential market for 
quick-freezing is $5,000,000,000 a year, 
or one-third of the total volume of all 
food products consumed annually in 
this country. 

Within the next decade, Mr. Birds- 
eye believes, frosted foods will 
vitally affect such basic industries 
as agriculture, refrigeration and 
transportation. The rapid surge reg- 
istered by frosted foods thus far, he 
says, is only the tiniest beginning. 
That’s a comparative term, of course, 
considering the fact that in 1937 
alone 49,000,000 pounds of quick- 
frozen foods were sold. The industry 
gave employment to 45,000 men and 
women in the seafood, meat, poultry, 
vegetable and fruit divisions. 

Lots of ice has been packed since 
that day in the late summer of 1923 
when Mr. Birdseye began to experi- 
ment in the kitchen of his Glouces- 
ter, Mass., home. 


Routing Out the Doctor 


It has taken the apple industry a 
long time to catch up with the age- 
old adage about an apple a day keep- 


How this fruit helps 
little bodies 


Defend against 
“Intestinal Flu” 


Important facts have been discovered recently about apples. 

The regular eating of such varieties as the Winesap and 
Delicious is now known to aid the body in controlling disease 
causing bacteria in the large intestine. 


In other words, the daily eating of these apples can help 
the body defend itself ageiast the germs that cause 
“\mtestinal fu,” diarrhes and related digestive upsets 
commoe to children, 


In the research that led to these important findings, juicy 
Winesaps and Delicious apples grown in the volcamic soil of 
Washington were used—the world’s finest eating apples 

Groters in your city are now offering these crisp, tangy 
Washington State apples. Each has been government in- 
spected, washed clean, and wrapped in tissue when packed. 
Get some Winesaps or Delicious today... for the entire 
family to enjoy! 


Washington State 
Apples 


ing the doctor away, but judging 
from this current copy for Washing- 
ton apples, it is getting there. 

The apple, once the favorite be- 
tween-meals confection, has _ been 


Ad-libbing 


in large measure to the aggressive 
merchandising of other fruits, espe- 
cially citrus fruits. It has just about 
held its own in pies, we’re told, but 
in its raw and natural state it is 
nowhere near so universally eaten 
as it once was. Perhaps ability to 
assist in warding off intestinal flu 
will help to win back for it a more 
prominent place in the family fruit 
basket. 


English Play for Safety 


There has been a great deal of 
talk and some action in this country 
in an effort to cut down automobile 
accidents and fatalities, but the fig- 
ures would seem to indicate that lit- 
tle has thus far been accomplished. 
In England this month a new at- 
tack on the problem is being tried 
out—an attack which is directly tied 
up with advertising. The Road 
Safety Association, a new organiza- 
tion, has launched a_ publication 
called “Revelation,” devoted exclu- 
sively to road safety, and which it 
hopes to support with advertising. 
Ultimate distribution of 10,000,000 
copies in the British Isles is sought, 
this total to be made up of 1,000 
localized issues distributed in as 
many different communities. 

First test of the idea was con- 
ducted in Reigate and Redhill, with 
what is reported as good support 
from local automotive advertisers, all 
of whom stressed the importance of 
safety. “Revelation” is a four-page 
newspaper size publication, made up 
in super-American scare head fash- 
ion. The first issue shouts, ‘18 
Britons Sentenced to Death Without 
Trial—Executions in All Parts of the 
Country To-day,” and under a head, 
“This Is Shocking,” the paper says, 
“This is a shocking news-sheet. It 
deals with death and disaster in a 
crude and vulgar manner. But has 
it caught your attention? If it has, 
its object is achieved.” General 
stories of road hazards, plus localized 
material dealing with the prevalence 
of accidents in Reigate and Redhill, 
make up the editorial content. 


Jottings 


There’s nothing “pretty” about 
that Chrysler Airtemp advertising, 
no effort to be suave and refined. 
Copy hits hard with two-inch head- 
line letters, cut-out drawings of the 
products, and a general air of cata- 
log treatment. . . 

After all these years, Paul Jones 
whisky is featuring the startling 
news that “now dry goods comes in 
bottles,” with the inevitable asterisk 
telling the inevitable know-nothing 
reader that dry “means not 
sweet.” ... 

“The Old Man” ad which O. B. 
Winters wrote for Erwin, Wasey has 
already been reprinted by more than 
50 dailies and 3,500 weekly news- 
papers, as well as any number of 
house organs. Copy tells the story 
of the “underdog” who worked his 
way to the top under the American 
system of economics, and there seems 
to be no let-down in the number of 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1322. Visualizing the 
Dollar Poultry Industry. 


In this brochure, Poultry Tribune 
presents a pictorial study of nine 
farms on which the poultry income 
percentage of total income ranges 
from 25 to 100 per cent. These pic- 
tures and their descriptive matter 
provide an interesting cross section 
of Poultry Tribune readers, showing 


Billion 


_| possibilities in this market for ma- 


chinery, tools, electric appliances and 
many other products. 


No. 1323. Money. 


This booklet, issued by Ladies’ 
Home Journal, contains a summary 
of the third of its nation-wide ‘sur- 
veys of “What the Women of Amer- 
ica Think.” This time the subject 
is money and the problems it raises. 
The study shows what women think 
about living expenses, what expendi- 
tures cause the most marital quar- 
rels, the pro’s and con’s of instalment 
buying and many other angles of 
family living and buying. 


No. 1324. Acres of Diamonds. 


Criterion Advertising Service has 
issued this small booklet in which it 
makes a plea for consideration of 
“the wrong side of the tracks” for 
profitable sales. An outline is given 
of Criterion service—selective poster 
advertising in neighborhood shopping 
centers. 


No. 1317. Conti-Glo Luminescent 
Products. 


In this folder, Continental Litho- 
graph Corporation announces its new 
Conti-Glo Luminescent products — 
paints that glow in brilliant colors 
when exposed in darkness to black 
light (harmless filtered ultra-violet). 
The folder includes color charts, with 
a full description of the medium and 
its many uses. 

No. 1309. Influence—to Affect the 
Actions of Men. 


Time has issued this cleverly con- 
trived brochure, which grows larger 
as the pages proceed, indicating the 
dealer influence constantly accumu- 
lating from the seven important 
sources which are enumerated. 


No. 1318. City—Town—Farm. 


In this new brochure, WHO, Des 
Moines, analyzes its market under 
the three classifications of city, town 
and farm, tells who its listeners are 
and how they live, and offers a com- 
plete market index of its listening 
area. The brochure also outlines 
programs, management, dealer influ- 
ence and special services rendered by 
the station. 


No. 1312. Copy Testing Plan. 

Grit has issued this folder, which 
contains full details of the publica 
tion’s copy testing plan, showing how 
advertisers interested in the small 
town market may gauge the pulling 
power of copy before it is scheduled 
for a general campaign. 


No. 1319. The First $10,000,000. 


In 1938, the U. S. reading public 
will pay $10,000,000 to read Life, a& 
cording to this booklet. In an inter 
esting reader analysis, Life tells 
what this sum will be paid for, hoW 
and by whom. 


No. 1304. Greater Today Than Ye 
terday. 

In this colorful booklet, Cosmopolt 
tan spreads out examples of its ¢@” 
torial contents, and gives pertinent 
facts about its circulation. The © 
gest share of Cosmopolitan readers. 
the booklet says, are betwee? 
ages of 25 and 35, in the ase ° 


slipping steadily in public favor, due 


requests for reprint privileges. . . 


accumulation. 
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“Growl you may, 


but 
90 you must!” 


Back in the days of clipper ships, the hardest job a 
sailor faced was to go aloft in a storm. 


But the sailor couldn’t hang back. For the slogan 
of the sea was: 


“Growl you may, but go you must!” 


We believe this sailor slogan is peculiarly applica- 
ble to business today. 


The going is tough. No one can deny that busi- 
ness shoulders a burden of handicaps and regula- 
tions unknown ten years ago. A sea of uncertainty 
stretches ahead. 


But we do not believe that any business man 
worthy of his responsibility is going to be content 
to stand still. Through ingenuity and hard work, 
through the skillful use of every resource at his com- 
mand (and that includes sound advertising strategy), 
he is going to keep his business moving ahead. 


Young & Rubicam, Inc. 
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ADVERTISING AGE 


April 4, 1938 


SHOW TRIES TO 
MAKE HOUSEWIFE 
A WISER BUYER 


New York, March 31.—Changing 
the focus of its attention from women 
in industry to women in the home, 
the 17th annual Women’s National 
Exposition of Arts and Industries 
opened here today at Grand Central 
Palace with a vast array of educa- 
tional exhibits designed to make the 
housewife a “more intelligent con- 
sumer.” 

The recent consumer agitation for 
more comprehensive identification of 
retail merchandise was clearly mir- 
rored in the 200 exhibits which em- 
ployed lecturers, talking pictures and 
marionettes to tell their stories. 

Fabrics held much attention with 
large exhibits by wool, cotton and 
silk industries. The Wool Institute 
and the International Silk Guild pre- 
sented working exhibits, accompa- 
nied by lectures, explaining con- 
sumer tests and_ identifications. 
Shrinkage was the theme of the cot- 


ton exhibitors with emphasis on the 
progress of consumer protection by 
pre-shrinking. 


Recipes Still Popular 


In the food field, discussions con- 
cerning advertised versus. private 
brands were absent, but much time 
was devoted to economy in cooking. 
Recipes featured the displays of Best 
Foods, Inc., Florida Citrus Commis- 
sion and United States Sugar Refin- 
ing Association. 

The long awaited building boom 


was anticipated at the show by con- | 


tractors and interior decorators. Low 
cost housing was highlighted by two 
model homes, 
which retailed for $1,400 and $2,000 
respectively. 

The exposition is a _ non-profit 
activity conducted by New York pro- 
fessional and business women. 


Timmerman Shifted 


E. W. Timmerman has been named 
national contact executive for the 
Birmingham branch of General Out- 
door Advertising Company. He was 
formerly with the Atlanta branch. 


KVOA to Biddick 


Station KVOA, Tucson, Ariz., has 
appointed Walter Biddick Company, 
Los Angeles, as Pacific Coast repre- 
sentative. 


HOTEL APPEAL 


a 
so-tos bed 
ein ff enh 


completely equipped, | 


> A 
SSO 


For a fresh start 
STOP at a HOTEL 


Type of copy to be used by Pennsylvania 
hostelries. 


Promote Dutch Line 


Dutch East Indies government, in 
cooperation with Kapok Association, 
is launching an educational cam- 
paign on Kapok, a product used in 
bedding, sporting goods, temperature 
insulation, and sound-proofing. Ray- 
mond Service, Inc., New York, has 


been appointed marketing counselor. 


Pennsylvania + 
Hotel Men in 
Joint Campaign 


Philadelphia, April 1.—Inspired 
by the $250,000 state tourist drive, 
the Pennsylvania Hotel Association 
today disclosed plans for a coopera- 
tive campaign which will emphasize 
to the expected throng of tourists 
such attractions as restful rooms, 
good warm baths and tasteful meals 
in pleasant dining rooms. 

While copy in this drive will not 
be competitive, Franklin Moore, as- 
sociation president, said that it 
might reasonably be expected to di- 
vert to hotels a good portion of the 
tourist traffic which would other- 
wise patronize camp and _ private 
home lodgings. 

The total appropriation was not 
disclosed. It will be based, however, 
on an assessment of 65 cents per 
hotel room, recently voted by the as- 
sociation. John Faulkner Arndt, 
Inc., is the agency. 


Newspapers Are Scheduled 


Newspapers and auto club publi- 
cations are scheduled. In addition 
many individual hotels will make 


wale” ado 


on 3980 


wet 990 


Does your business sell through selective distribu- 
tion? Then you have this problem in common with 
many others—to tell prospects where to buy your 


product. 


Classified Telephone Directories offer a sure and 
low cost way to do this. Let us show you how they 


can help your business. 


Your trade mark too should be in the Classified 
to match your distribution. Under your brand name 
your authorized dealers should be identified. Then 
prospects could find “Where to Buy It.” 


American Tel. & Tel. Co., Trade Mark Service Division, 


195 Broadway, New York (EXchange 3-9800) or 
311 W. Washington St., Chicago (OF Ficial 9300). 


cy 


a” 


aS 


HOTEL MARKETER 


Franklin Moore, manager of Penn-Harris 
Hotel, Harrisburg, and president, Penn- 
sylvania Hotel Association. 


use of outdoor posters featuring the 
campaign slogan, “For a fresh start, 
stop at a hotel.” 

This slogan, according to Mr. 
Moore, will also be prominently dis- 
played in a variety of advertising 
material designed for use within the 
member hotels. ‘“Re-selling present 
guests, as well as selling all hotel 
service to those who come in for 
meals only will be one of our chief 
efforts,” he asserted. 

Mr. Moore also reported that the 
plans for the campaign had attracted 
much favorable attention among 
other hotel interests, and that use 
of the slogan might be extended to 
the American Hotel Association. 


MacCloskey Appointed 


Don MacCloskey has been ap- 
pointed assistant to the director of 
sales for Chef Boiardi Food Products 
Company, Cleveland. He was for- 
merly with Reece Advertising Agency, 
Cleveland, and Beaumont, Heller & 
Sperling, Reading, Pa. 


Largest April Issue 
The April issue of Simplicity Mag- 
azine is the biggest in the history of 
the publication from the standpoint 
of advertising revenue, according to 
Harry Singer, advertising director, 
“a being 50 per cent over April, 


Agency for Kit-Kraft 

Kit-Kraft, Inc., Chicago, manufac- 
turer of children’s creative and edu- 
cational arts and crafts, has ap- 
pointed Morris & Davidson, Chicago, 
as advertising agency. Magazines, 
business papers and direct mail will 
be used. 


Bass Ale to Hoyt 


W. A. Taylor & Co., New York, has 
appointed Charles W. Hoyt Company, 
Inc., New York, to handle the adver- 
tising of Bass Ale. The company is 
sole distributor of Bass Ale in the 
United States. C. W. Roberts, Jr., is 
account executive. 


Opens Boston Office 


Theodor Carl Muller has opened an 
office at 3 Pickney street, Boston, to 
offer an industrial design service. He 
plans to divide his time between Bos- 
ton and New York. 


CIVIC CONSCIOUSNESS 
- » » More than one- 
third of WFBR’s 
time is devoted to 
civic, cultural and 
educational features 


Local flavor 
means local favor! 


In Ballionore, U2 


ON THE NBC RED NETWORK 
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An index to bigger tonnage and 
quicker turnover in New York 


Coffee is more than a pleasant, stimulating 
drink. It can also be a reliable index to con- 
sumer markets. As nearly universal a 
branded, advertised product as can be found, 
coffee sells as hundreds of other branded 
products sell. And where coffee sells best, 
your product, too, should sell best and most 
profitably in New York. 


A study of coffee sales in New York has just 
been made by The New York Times market 
Tesearch department. It is one of a series of 
Studies made in the past year showing how a 
Wide variety of products in all price ranges 
sell in this market. The facts used in these 
Studies were obtained in over 18,000 calls on 
Tetail merchants throughout New York City. 


From the coffee study you will learn that 


20,000 above-average-income families buy 
almost as much packaged coffee per week 
as 50,000 below-average-income families. 
Which of these tonnage markets is the more 
profitable should be obvious, it certainly 
costs less to sell 33,000 pounds of coffee 
through 142 stores than to sell 39,000 pounds 
through 541 stores. 


From this study-as from the others — 
emerges this fundamental principle of suc- 
cessful marketing: the quickest source of 
mass, volume or tonnage sales for advertised 
goods, regardless of price, are families whose 
purchasing power is above-average. 


A number of successful advertisers are al- 
ready using The Times market findings to 
increase the efficiency of their advertising 


nent 7 gene. « » 3 , 
Peet Oe hg ae eteh, Te ¥ 


effort in this market... sending more adver- 
tising dollars into New York's most sales- 
fertile neighborhoods, increasing sales and 
profits without increasing advertising cost. 
They find this easy to do —- because The New 
York Times gives them more circulation than 
any other newspaper among New York's 
above-average families, and a good slice of 
the best of the average families. 


SEND FOR THESE FACTS - The New York 
Times market research department uses meth- 
ods and procedures checked and approved 
by Dr. George Gallup, noted research author- 
ity. Findings will gladly be sent to interested 
executives upon request specifying particu- 
lar products or types of product. Write: Mar- 
ket Research Department, The New York 
Times, Times Square, New York, N. Y. 
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Voice of the Advertiser 


Tip to Retailers 


To the Editor: Your readers may 
be interested in two types of appeal 
currently being used in advertising 
of Paris Garters. One, an approach 
via “heart strings,” shows a pretty 
girl, while the other has to do with 
purse-strings. 

These approaches seem to be prov- 
ing effective. That university men 
are changing from carelessness in 
dress to concern about their appear- 
ance, as reported at the recent Es- 
quire Fashion Forum, is particularly 
interesting, since general trends are 
foreshadowed by campus propensities. 

Stressing the value of personal ap- 
pearance—both socially and economi- 
cally—might profitably be employed 
more generally in clothing advertis- 
ing, particularly in retail copy. In 
the latter, there appears to be a ten- 
dency to stress price, especially so- 
called bargain prices. Of course, in- 
ventories must be moved, but we’re 
wondering whether abstract appeals 
to the intangibles, like the love and 
success factors in Paris Garter copy, 
might not motivate more men to ac- 
tion than the depressing parade of 
price-reduction copy that only seems 
to accentuate the recession, if not to 
prolong it. 

JoserH M. Kraus, 

Advertising Manager, A. Stein & 

Co., Chicago. 

vvegy 


Devotes Entire Issue 


to Texas Cooperative 

To the Editor: I noticed with 
considerable interest in your March 
14 issue, page 14, a story, “Fruit 
Exchange Reminisces on 30th Birth- 
day.” This interested me because it 
has to do with the California Fruit 
Growers Exchange and the fact that 
they have spent twenty-five million 
dollars in advertising. The Cali- 
fornia Fruit Growers Exchange has, 
we know, been the leader in citrus 
fruit advertising for a number of 
years. They have also set a prece- 
dent for many other cooperatives 
and the entire organization is to be 
congratulated on its remarkable suc- 
cess. Obviously we, here in Texas, 
pattern to a certain extent after the 
California setup and today we have 
a citrus fruit cooperative that has in 
the past 18 months gained national 
prominence. 

So fast has this cooperative suc- 
ceeded that we published in the 
March issue a complete portrayal of 
their activities in story and picture. 
In fact we devoted an entire issue 
to this organization and we believe 
that it is the first general farm pub- 
lication, with no direct connection, 
in many years to devote an entire 
number to a cooperative setup. The 
results are here and the remarkable 
thing about the whole deal is that 
this rapid development has been 
made within 18 months. 

This year for the first time this 
organization appropriated approxi- 
mately $100,000 for advertising and 
this has produced excellent results. 

Since your publication is interested 
in all such phases of agriculture, we 
are sending you under separate cover 
a copy of this particular issue and 
believe that you will find it to be 
of considerable interest. This is your 
editor’s copy. 

E. C. Watson, 

Publisher, Texas Farming and 

Citriculture, Harlingen. 

= vg¥eeese’ 
Cleanliness as Aid 
to Cold Sufferers 

To the Editor: In his syndicated 
newspaper column, Dr. Iago Gald- 
ston recently said: 

“So-called precautionary measures 
which call for ‘sterilizing’ the nose 
or mouth are worthless, if not posi- 
tively injurious. No method is known 
by which one can sterilize the upper 
respiratory tract. While mouth hy- 
giene is desirable, it is valuable in 
this respect only as a part of general 
cleanliness. 


This department is a reader’s forum. 


CITY LIGHTS 


They mean garters, according to Stein's 
advertising. 


washing the hands with soap and hot 
running water before eating.” 
If these statements be true, what 
about the assertions being broadcast 
by manufacturers of antiseptics? 
Also, aren’t the soap manufacturers 
overlooking a good bet? 

W. E. McCorp, 

Baltimore. 
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Windproof Zippo 
To the Editor: Re Floyd Miller’s 
lighter article: Maybe Mr. Miller 
never heard of a Zippo windproof 
lighter, but practically everyone else 
in the advertising business has. What 
with space in Esquire, Time, New 
York Herald Tribune and others to 
come and as one of the first line Kool- 
Raleigh premiums, to mention but 
one of the advertiser-users, and with 
many hundred thousands in use 
Zippo stands up as a leading light 


in the lighter field. 
It’s no infant, it has step children 
(one you mentioned), but no one 


who ever used one has ever had to 
pay a cent to repair it and gol ding 
it, the Zippo lights every time even 
in a gale. And if you or Mr. Miller 
doubt it, look at Consumer’s Research 
or let us send you a Zippo with ini- 
tials on it. j 
W. 
& 


A. LEE, 


Fisher, Zealand Co., New 
York. 
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Insurance of Teeth 
Is Old Stuff in USA 


To the Editor: ADVERTISING AGE of 
March 14 carried a story about a 
London company which is insuring 
false teeth against fire, theft and ac- 
cidents. The inference is given that 
this is a freak form of insurance 
available only from English or for- 
eign companies. The truth is that 
such protection can be obtained from 
practically all American companies 
writing marine insurance. 


written a number of policies covering 
false teeth and have paid one loss. 
One buyer had a set of false teeth 
valued at $2,000. He was leaving 
on an ocean voyage and bought a 
policy just before sailing because he 
was afraid he might get seasick and 
lose them. 


STANLEY F. WITHE, 


Manager, Publicity Department, 

Aetna Automobile Insurance 

Company, Hartford, Conn. 
vvweeg 


Armstrong Ready for 


To the Editor 
in Ladies’ 


: Two advertisements 
Home Journal and 


“However, one preventive measure 
which is unquestionably valuable is 


Woman's 


Letters are welcome. 


Within the past few years we have | 


New Phase of Effort 


Home Companion, promot- 


unique in that they actually empha- 
size what might, at first thought, be 
a competitive material—soft surface 
rugs, prominently laid over the lino- 
leum floors. 

However, according to John P. 
Young, Armstrong’s advertising man- 
ager, soft surface rugs will be shown 
in Armstrong advertising to a greater 
extent in the future than in the past. 
This constitutes a forward step in 
the technique of advertising lino- 
leum rather than a change in the 
conception of the product. Arm- 
strong’s Linoleum has long been ad- 
vertised and sold as a permanent 
floor, but manufacturers have been 
hesitant to give rugs a play in the 
illustrations for fear of losing iden- 
tity of the product advertised. Arm- 
strong feels that the time has come 
to show the linoleum floor as it is 
used today, a permanent floor, a dec- 
orative background for fine rugs, 
large and small. 

CLARK SAMUEL, 


Armstrong News Bureau, Arm- 
strong Cork Company, Lancas- 
ter, Pa. 


GLAD TO OBLIGE 


“Make a Date” 


To the Editor: I am enclosing 
photograph of a _ one-sheet poster 
which is part of a complete merchan- 
dising campaign being used to help 


Pure Oil dealers “Make a date” for 
spring change-over service. 

I believe this illustrates an inter- 
esting new angle in oil company ad- 
vertising. Pure Oil has found that 
dealers can sell more complete serv- 
ice jobs if they solicit business in 
advance, and set a definite date for 
service. Hence, the current cam- 
paign theme. 

HALE TALBOT, 

Adv. Dept., Pure Oil Company, 
Chicago. 


First Dealer Copy for 
Stainless Steel Runs 


To the Editor: Enclosed is an ad- 
vertisement which was run over the 
signature of J. M. Warren & Co., in 
Troy, N. Y., recently. While perhaps 
not much to look at in itself, this 
advertisement marks a new epoch 
in the merchandising of stainless 
steel. To the best of our knowledge, 
it is the first time a hardware or 
other retail dealer has advertised a 
stainless steel to the general public 
except in the form of pots and pans, 
knives, forks, spoons, etc. 

The advertisement is part of a test 
campaign now being conducted by 
our client, Ludlum Steel Company, in 
behalf of its new product, Ludlite. 

WIitiiaM B. REMINGTON, 

President, Wm. B. Remington, 

Inc., Springfield, Mass. 


RUKEF 


MILW 


Branch Offices: 


Armstrong’s 


ling Linoleum, 
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BINDERS 


Originators of the Loose-Leaf System of Cataloging 


America’s leading manufacturers of salesmen’s 
loose-leaf equipment 


Chicago — Cleveland — Detroit — 
Indianapolis — Los Angeles — Minneapolis — New 
York — Pittsburgh — Rochester — Seattle — St. Louis, 


You make 
selling easier 


with less friction — by using 
Heinn Loose-Leaf 
Binders 


What Heinn quick-acting binders are to cata- 
logs, price books, and sales manuals, oil is 
to moving parts. 


To smooth out sales operations, and to speed 
up selling, Heinn binders are utilized daily 
by America’s leading businesses. 


They come to Heinn for equipment that is 
the last word in quick, effective opera- 
tion, sparkling presentation in keeping 

with their business standing, and 

quality construction to stand the | 


standardize on the loose-leaf principle 
because it is a form of life insurance for the 
costly contents, which otherwise are rendered 
obsolete by a single change. 


We suggest that you send us a copy of your 
last catalog with data on quantities for out 
recommendation so you, too, can get thes¢ 
advantages. Do it today — no obligation. 


The Heinn Company, Dept. 418, 326 W. Florida Street 


Milwaukee, Wisconsin 
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NO “RECESSION” 
IN MINNESOTA 


Manufacturers, jobbers and retail merchants testify 
to good business. Many say better than last year. 
Prospective income figures also prove it. 


Records of the past nine years show that total 
income in Minnesota has consistently averaged 
approximately four times the agricultural income. 
This relationship has held and still holds because 
agriculture is the basic industry of Minnesota. 


The best authorities say that agricultural income 
for the first six months of 1938 may be approximately 
10 per cent less than that of the first six months of 1937 
(the highest for many years). 


Consequently, with prospective agricultural income 
down not more than 10 per cent, the total Minnesota 
income will be down not more than 10 per cent. 


MA P a What a happy situation it would be if this much 
' mf | - Ss O TA 4 sik could be said for the entire nation. 
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5th FARM INCOME [mm MINNESOTA'S TOTAL INCOME 
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PHILCO FILTER 
TAPS ELECTRIC 
RAZOR MARKETS 


Philadelphia, March 31.—Domestic 
felicity—always a hazardous matter 
before and during the breakfast hour 
—was rescued today from a peril 
which arose, strangely enough, as the 
result of technological advances in 
radio and in the manufacture of elec- 
tric shavers. 

Philco Radio and Television Corpo- 
ration appears as the samaritan in 
this case, introducing a new radio 
noise eliminator designed to combat 
the radio interference produced by 
use of electrie shavers. 

In older days, it is recalled, the 
average man spent the first hours of 
the day shaving in a haphazard fash- 
ion, fighting with his wife, and finally 
dashing out of the house to find that 
it was raining, that he had forgotten 
his umbrella and that the 8:10, which 
he expected to catch, had already 
gone. 

Radio sponsors did much to 
brighten this heretofore dreary period 
with “musical clock” broadcasts and 


the like. Few men were tempted to 
snarl at their spouses, even at that 
early hour, as the melodious strains | 
of a Lehar waltz filled the air, inter- 
spersed with soothing information on | 
the exact time, temperature and pros- 
pective weather conditions. 


Music Not So Sweet 


Electric razor makers also con- 
tributed to efforts to make the mas- 
culine daily chore a more pleasant 
task. This cooperative effort, how- 
ever, apparently struck a snag. | 
Blithely clipping his beard, the mas- | 
ter of the family was likely to find | 
that the music emerging from the| 
radio had turned into a tom-cat cater: | 
wauling. 

Solving this impasse is Philco’s 
new device, a Line-Filter which plugs 
inte the power line of any noise pro- 
ducing device, or in some cases the 
power line of the radio itself. Spon- 
sors, electric razor makers, wives— 
and optimists on the American mari- 
tal status—are reported as highly 
pleased. 


Greiner, Childs Named 
by Dodge Publications 


J. B. Greiner, Jr. has been ap- 
pointed advertising manager of Real 
Estate Record. He was formerly 
with American Architect and Archi- 
tecture, recently purchased by F. W. 
Dodge Corporation, New York. 

Harry E. Childs, formerly assis- 
tant promotion manager of Dell 
Publishing Company, has been 
named advertising promotion man- 
ager of Architectural Record. 


Stanton on Own 


Norman B. Stanton, formerly gen- 
eral manager of Associated Sales 
Company, Detroit, has opened an 
office at 5850 Second blvd., Detroit, 
as merchandising counsel. 


Any Size Job 


oe 


And any size job gets a big 
job of attention and consid- 
eration at MANZ - Call for 
a MANZ man when you are 
confronted with a sales pro- 
motional problem - Together 
we can lick the problem - 
economically, effectively, and 
permanently with a shrewd 
use of direct advertising - A 
request on your letterhead 
will bring you some interest- 
ing success stories. 


MANZ CORPORATION 
4043 Ravenswood Ave. + Chicago 
ANY SIZE JOB IS A MANZSIZE JOB 


New FTC Law 


Complicates 
Liguor Control 


Washington, D. C., March 30.— 
Conflict of jurisdiction over liquor 
advertising threatens between the 
Federal Trade Commission and the | 
Federal Alcohol Administration as | 
a result of the recent enactment of | 
the Federal Trade Amendments 
Act. 

Officials of 
doubt, whether 
gives the Federal 
sion authority to regulate the ad- 
vertising of liquors when such ad- 
vertising is injurious to the public | 
and constitutes unfair competition, | 
conflicts with liquor labeling regu- 
lations of the FAA. 

When the Pure Food and Drug | 
Administration of the Department of | 
Agriculture recently relinquished its 
legal authority over liquor labeling | 


are in 
which 
Commis- 


both agencies 
that Act, 
Trade 


to the Federal Alcohol Administra-|a case arises in which liquor adver- | of 


S. W. Numan (left), in charge of ad- 


vertising for N. V. Philips Company, 
Eindhoven, Holland, one of Europe's 
leading electrical manufacturers, visits | 
E. D. Stryker, in charge of utility sales | 
promotion for incandescent lamps, Gen- | 

eral Electric Company, Cleveland. 


tion because of conflict between | 
those two agencies, it was thought | 
that the problem of dual anal 
tion was solved. 


Now it appears likely that when | 


the Federal Alcohol Administration 
and also fall within the new regu- 
latory purview of the Federal Trade 
Commission, the two agencies will 
find it necessary to get together and 
decide whose jurisdiction would ap- 
ply. 


Place Joint 
Campaign Back 
of Audiophone 


New York, March 29.—To intro- 
duce a new type of audiophone re- 
cently developed by Bell Telephone 
Laboratories, a year’s campaign has 
been launched by Western Elec- 
tric Company, manufacturer of the 
instrument, and by Graybar Electric 
Company, distributor, in technical 
and consumer magazines and news- 
papers. 

Starting with the March 28 issue 

Time, the campaign run by 


space in American Magazine, Chris- 
tian Herald, Collier’s and Popula 
Science Monthly. Graybar will tie in 
with the campaign through newspa- 
per advertisements inserted by local 
dealers. Newell-Emmett Company, 
Inc., is the agency for both compa- 
nies. 

By taking a more aggressive stand 
in a highly competitive market, the 
manufacturing company is hopeful 
of successfully exploiting a large 
potential market thought to exist for 
the new instrument. Claims to be 
made for the aid to the deaf are 
that it has a “natural tone,” longer- 
lasting batteries, and permits users 
to hear group conversations clearly, 
to enjoy a wider hearing circle and 
to “hear in any position.” 


Forms Radio Productions 
Frank Robinson Brown, radio pub- 
licity director of Hotel Knicker- 
bocker, Hollywood, Cal., has orga- 
nized Frank Robinson Brown Radio 
Productions, a radio transcription 
and audition recording company, at 
1560 N. Vine street, Hollywood. 
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New Lorillard 
10- Cent Smoke 
Is ‘Sensation’ 


New York, March 31.—Introduction 
of a new ten-cent cigaret by P. Lor- 
illard Company and proposal of a 
New York City one-cent tax on every 
package of cigarets are the latest 
developments on the tobacco front. 

In the excitement created by the 
recent Old Gold contest, Lorillard’s 
extra-curricular activities went al- 
nost unnoticed. The new fag, Sensa- 
tion, received a quiet baptism in Cali- 
fornia and Florida, and the company 
is reported to be pleased with its re- 
ception. It is silent, however, on 
plans for the future. 


Dealers Oppose Tax 


The Retail Tobacco Dealers of 
America, Inc., is waging an aggres- 
sive fight against the proposed local 
tax, alleging that it would simply 
serve to divert business to suburban 


towns. The organization contends 
that a similar tax in Kansas City in 
1928 ultimately yielded only $69 
monthly. 

Profitless prosperity is abiding with 
cigaret manufacturers with a ven- 
geance. With the largest volume in 
their history, net profit is steadily de- 
clining, receding from $1.01 per 1,000 
in 1932 to 48 cents in 1937. The popu- 
larity of the ten-cent cigaret is an- 
other thorn in the side of the Big 
Four. Lorillard, at least, has decided 
to swim with the tide. 


Directs NBC Short Wave 


Frank E. Mason, vice-president, 
National Broadcasting Company, has 
been appointed to superintend NBC’s 
short-wave radio activities. He was 
formerly vice-president in charge of 
station relations. 


Robers Starts Agency 


G. P. Robers, formerly sales and 
advertising manager of Hanson 
Clutch & Machinery Company, Tiffin, 
O., has organized a general advertis- 
ing agency in that city. John How- 
ard Sennett is art director. 


copy. 


DISCLAIMER IN INSURANCE POSTER 


BARE FACTS 


Ancel Earp, Oklahoma City insurance leader, injects a note of humor into his 


His consistent advertising has made him a leading Southwest producer. 


Vaughan with Frost 
Norman D. Vaughan has been ap- 
pointed assistant to Karl M. Frost, 
president of Harry M. Frost Com- 
pany, Boston agency. Mr. Vaughan 
was formerly with N. W. Ayer & 
Son. 


Gets Medomak Canning 

Medomak Canning Company, Rock- 
land, Me., has appointed H. B. Le- 
Quatte, Inc., New York, to handle 
its advertising. Tests are being 
made in magazines, newspapers and 
radio. 


Small 


onder 


His young lady hasn’t a tooth in her head. Yet she insists 


on eating five times a day! And this one thing we-can be 


sure of. Whatever else she may ask of life, food will be first 


and most 


often on her list. 


Small wonder, then, the Food Industry is advertising’s greatest 


client—and greatest challenge. Here is a market which knows 


no pause in time or space. A market as varied as all the people 


any advertising medium can reach. A market which goes be- 


yond and includes every other market for the goods of man. 


How brilliantly radio has met the challenge of this market for 


the food advertiser can best be told, perhaps, by the following 


facts. More “food” dollars are now spent on radio networks 


than in all general magazines. Twice as many “food” dollars 


are spent in radio as in all women’s magazines. And the increase 


in food advertising on Columbia outstrips every other industry- 


increase in radio. A 290% increase in the last five years—made 


by the country’s largest food advertisers. 


The explanation for this Columbia record is simple. Everybody 


eats. And everybody likes to listen. This is how the largest net- 


work in the world welds the two together: 


Vin 1934, the largest manufacturer of canned soups in the world turned 


to Columbia—took to the air with an hour a week of deft selling and 


sparkling entertainment. Sales soared from coast to coast. Tomato Soup 
up 30%. Vegetable Soup—up 35°. Chicken Soup—up 100%! And 


Chicken Soup was advertised only by Columbia. In the client’s own 


words, “Sales took an astounding jump to a well-over-double basis, 


despite the fact that our Chicken Soup business was already large.” 


As of January, 1938, a national baker has signed his eighth consecu- 


tive 52-week contract with Columbia. In the last seven years, he has not 


missed a single weekly broadcast —using the Columbia Broadcasting 


System ex 


clusively on the air. 


oY The largest food company in the world has put five different programs 


on Colum 


bia in the last five months. 


The Columbia Broadcasting System 


HECKER OFFER 
OF DISH TOWEL 
MADE PERMANENT 


New York, 
distribution by 


March 30.—Current 

Hecker Products 
Corporation, maker of Silver Dust 
soap, of a circular to housewives, 
titled “Ladies, You Win!” appeared 
today as a significant commentary 
both upon the tribulations of prem- 
ium offers and the sales power in- 
herent in such offers. 

Chicago housewives have already 
received the circular, which was the 
first consumer announcement of the 
company’s decision to renew its dish 
towel premium offer, as reported in 
ADVERTISING AGE Feb. 7. A similar 
premium offer was successfully util- 
ized by the company in the introduc- 
tory Silver Dust campaign some 


time ago. 
Following the success scored in 
this initial drive, the dish towel 


offer, intended as a purely prelim- 
inary gesture, was dropped. Coinci- 
dent with this move, it was re- 
ported, sales began to fall off, al- 
though the reason was not evident 
at that time. 


Vary Campaign Strategy 


Several stimulants were injected 
into the campaign to stem the sales 
decline. These included a change in 
package design, a number of pub- 
licity stunts and other promotional 
ventures. In spite of these efforts, 
it was reported, the company was 
unable to push sales up to the mark 
attained when the premium offer 
had been in effect. 

A survey of grocers in many mar- 
kets finally indicated that the pre- 
mium was the difficulty and led 
Hecker Products to adopt a_ per- 
manent premium program of a free 
dish towel for each large size pack- 
age of Silver Dust. 

This, however, required consider- 
able sales promotional effort and 
dealer contact to enable grocers 
profitably to dispose of stocks on 
hand. Following this distribution of 
the circulars began, handled in Chi- 
cago by Big 4 Advertising Carriers. 

Newspaper copy will follow home 
distribution of the circular. The 
same strategy will be used in other 
major markets. The actual premium 
offer has been changed somewhat 
as the dish towel was formerly given 
with every two packages. 


Agency for Luminator 


Luminator, Inc., Chicago, lighting 
engineer, designer and manufacturer 
of lensed lighting units, has ap- 
pointed Van Auken-Ragland, Inc., 
Chicago, as advertising agency. 


Set Conference Dates 


The eighth session of the National 
Conference on Visual Education will 
be held June 20-23 at the Francis W. 
Parker School, Chicago. 


STOCK PHOTOS 
Thousands of ready - to - use 
illustrations, on all subjects, 


are available for your inspec- 
tion. Write, wire or phone 


KAUFMANN & FABRY CO. 


425 S. Wabash Avenue @ Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 
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Big Drug Chain May Run 


Institutional Campaign 


Chicago, March 31.—The possibil- 
ity that Walgreen Company, operat- 
ing 520 drug stores in 40 states, will 
shortly launch a vigorous institu- 
tional campaign to combat proposed 
“annihilation” taxes against chain 
stores was confirmed here last night 
by S. L. Williams, Jr., advertising 
manager, who said that such a drive 
is under consideration and may be 
started “before the year is out.” 

Mr. Williams made this disclosure 
during an address on chain store ad- 
vertising to students in the retail ad- 
vertising lecture series sponsored by 
the Chicago Federated Advertising 
Club. The contemplated institutional 


UNUSUAL COVERAGE 


~~ or ase atoll — 


Circulation This issue 60,000 


RACTICAU BUILDER 


Bi SEALE OW) re ca tw nee aw Enatern Builder Features j 
woeSane PLANES Hotead endeg 44 te Standard Material in Homes 
ttt * epes leit ee ™ 


bec etr: 6: 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


campaign, which is still in the form- 
ative stages, will be Walgreen's first 
extensive effort of this type and a 
radical departure from its traditional 
policy of immediate sales copy. That 
it is likely to be a substantial pro- 
gram is evidenced by the fact that 
Walgreen’s regular copy budget for 
the past three years has averaged 
$1,500,000 annually, according to Mr. 
Williams. 


Two Previous Efforts 


Walgreen’s previous use of institu- 
tional themes included a drive in Chi- 
cago and Milwaukee during January, 
1934, to emphasize the high stand- 
ards prevailing in pharmaceutical de- 
partments of the company’s stores. 
The company also used some copy of 
an institutional nature in August, 
1937, to state its position on union 
labor. This was in Oakland, Cal. 

The reason Walgreen has not taken 
its case to the public as yet on the 
tax situation, Mr. Williams said, is 
because almost any such campaign 
“would be launched with two strikes 
already called. 

“What we need, most of all, in 
starting a campaign of this nature 
is a real issue that will appeal to the 
public. We hope to find one.” 

Walgreen will not offer a defense 
of the chains’ position in American 
business and social life. 

“Defense is the wrong word,” Mr. 
Williams said. “It should rather be 
termed an attack upon silly miscon- 
ceptions and false ideas which have 
developed in the past 20 years.” 

Mr. Williams took exception to 
several accusations against chain 
stores made by Congressman Wright 
Patman in a recent radio address. 
Mr. Patman is the author of a new 
store tax measure designed to destroy 
chains rather than to produce reve- 


LEADS THE FIELD 


In Retail Food Advertising 
4th SUCCESSIVE YEAR 


During 1934, 


1935, 
BRONX HOME NEWS published more 
retail food advertising than any other New 
York or Brooklyn newspaper. 


The figures for 1937 are as follows: 


1936 and 1937 the 


Morniro, Evening and Retail Food Home News 
Sunda Newspapers Lineage Leads by 
American 2,062 11,528% 
Times 3,406 6,939% 
Mirror 7,278 3,194% 
News 26,437 806% 
Brooklyn Eagle 36,538 556% 
Herald-T ribune 36,890 549% 
Sun 42,015 470% 
World-Telegram 48,846 390% 
Journal 68,905 247% 
Post 94,596 153% 


Bronx Home News 239,774 


motion of food sales. 
Its effectiveness is 


but for information 


You, too, can 


140,000 circulation 


not 
because the women of the Bronx have preferred the 
Bronx Home News to any other newspaper for 31 
years not only for the enjoyment of its news features, 
about 
mitted through it by 
avail 
low-cost medium to promote sales of your product. 
We offer you the only daily (evening) and Sunday, 
and only A. B. C. newspaper published in the Bronx: 
. gu 
by 780 high school and college students, who work 
out of 35 branch circulation stations; coverage of an 
entire county of 1,500,000 cosmopolitan people- 
low cost of 30c per line. 


Food cetailers know from profitable experience that 
this newspaper does an outstanding job in the pro- 


limited to the retail field, 


} various products trans- 
reliable manufacturers. 
yourself of this powerful 


aranteed, 98% home-delivered 


at the 


BRONX HOME NEWS 


One of New York's Major Newspapers 


Member Audit Bureau of Circulations 


Paley to Broadcast | 
His Annual Report | 


New York, March 31.—Columbia 
Broadcasting System will make an 
important and perhaps historic inno- 
vation April 5, when William S. 
Paley, president, will present his 
annual report to the public as well 
as to the stockholders over the full 
network. The time is 10 p. m., 
Eastern Standard Time. 

However, Mr. Paley will not con- 
fine his address to fiscal affairs. He 
expects to discuss a number of other 
phases of broadcasting in the hope 
of stimulating public thinking about 
industry problems. 


nue, according to chain store propo- 
nents. 

Discussing Walgreen’s general mer- 
chandising policy, Mr. Williams em- 
phasized that its week-to-week ad- 
vertising has but one objective, pro- 
duction of immediate sales. He added, 
however, that some institutional ef- 
fect was achieved through the con- 
tinuous appearance of general copy. 

The budget for advertising ranges 
from 1% per cent to 6 per cent of 
gross sales, he said, the normal fig- 
ure being between 2 and 3 per cent. 
Walgreen's sales for the last six 
months of its fiscal year, ended 
March 31, are estimated at $35,300,- 
000, approximately 3 per cent above 
the corresponding 1937 period. 


Newspapers Primary Medium 


Newspapers have always been the 
primary Walgreen medium for copy, 
Mr. Williams commented. One ex- 
ception to this was a baseball broad- 
east series in Chicago last summer. 

Copy ammunition comes’ from 
three major product groups. The| 
leading group is comprised of 50 to 
75 fast selling items, all of which are 
nationally advertised. A second group 
includes lesser known articles. The 
third is Walgreen private brand mer- 
chandise. 

Mr. Williams emphasized the care- 
ful week-to-week scrutiny main- 
tained by the Walgreen merchandis- 
ing staff on newspaper pulling power, 
asserting that the media knowledge 
of these experts is unsurpassed even 
by agency experts. 

Surveys conducted by the company, 
he related, have uncovered some sur- 
prising results, although such con- 
clusions might not be applicable at 
all to other lines of business. Wal- 
green has discovered, for example, 
that use of two newspapers produces 
the most effective results in large 
cities and that this peak of effect- 
iveness cannot be increased by using 
either more or less. Neither is this 
always a combination of the two 
newspapers with the largest circula- 
tions. 

The number of customers entering 
a store in search of a product, but 
who have no expressed brand pref- 
erence, is also much larger than 
would ordinarily be expected, Mr. 
Williams said. On this type, he 
pointed out, store clerks are able to 
exert influence toward purchase of 
Walgreen brands. He denied, how- 
ever, that it is the Walgreen policy 
to substitute a Walgreen product for 
a requested brand. 

A major portion of the “deals” of- 
fered by national advertisers on drug 
products have been highly successful 
in building sales volume and new 
customers, he declared. Among the 
advertisers who have scored heavily 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, minimum 


“Representatives Wanted,” and 


charge $1. Terms 
% in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


POSITIONS WANTED 


TO A COPY CHIEF 

This is the first piece of copy I have 
ever written. Yes, I know what some 
will think—but in face of a fear cycle 
and time of year, I have much to say 
to you few who will interview now. 
I possess an unshakable conviction 
that I can cast and stage ideas per- 
suasively. I have a useful imagina- 
tion tempered by 14 years sales field 
work; am untiring at research. I am 
36, Protestant, university educated. 
Business record: 1 yr. San Francisco, 
12 New York, 3 Chicago, advertising 
space; and unit air conditioning from 
A-Z. I have an amazing file of per- 
sonal experiences, an active curiosity. 
An uncongealed horizon, hardy  poli- 
cies. My wife and child endorse this 
forward step. Geographical location 
and compensation in your favor. Have 
excellent references, and can be avail- 
able upon reasonable notice. T. A. D., 
6646 Perry Ave., NORmal 14391, Chi- 
cago, Ill. 

ILLUSTRATION PHOTOGRAPHER 
Now employed, seeks greater oppor- 
tunity, ambitious, aiming at the top. 
Eight years’ experience, Best of refer- 
ences. 

Box 1410, ADVERTISING AGE, Chgo. 
Young man with editorial and sales 
experience offers capital and services 
for part interest in going trade jour- 
nal. Free to travel. 

Box 1499, ADVERTISING AGE, Chgo. 


NEW BUSINESS MAN—WNow with 
large direct mail house and advertis- 
ing agency seeks new connection 
where proved selling ability can be 
compensated on the basis of results. 
Organization must be well - staffed, 
reputable and well-financed. Age 32, 
married, two children. Best refer- 
ences. My sales record tells the story. 
Address: 

Box 1411, ADVERTISING AGE, Chego. 


FOR SALE 


FOR SALE: Modern photo-engraving 
plant in mid-west city, to settle es- 
tate. Operating profitably. Inquiries 
treated confidentially. 

Box 1408, ADVERTISING AGE, Chgo 


MISCELLANEOUS 

COPY TESTERS! 
Test direct mailing piece appeal, copy 
and illustrations, too, with photo- 


offset reproductions. Runs as short 
as 300 still economical because new- 
est process eliminates engraving and 
typesetting costs! Anything that can 
be printed can be processed. 
300 COPIES (842x11") $2.50 
Additional hundreds only 25c 
Even lower prices for larger 
quantities 
Any size furnished. Free informative 
booklet on request 
Laurel Process, 480 Canal St., N. ¥. C. 


Artist, 26. 6 yrs. exp. layout & let- 
tering. Desires perm. pos. with prog. 
adv. agency. Salary secondary. Tel. 
LONebeach 9600. Eves, Rm, 224. 
College student, 22, printing & agency 
exp. Present salary unimportant. 
TO.-5-7058 (Detroit), 


NEW SELLING IDEAS FREE 


Let us show you how other firms 
are getting orders with our new 
PHOTO AD-CARDS. Most effective 
business producers ever devised. Write 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


Lithographers Announce 
Speakers for Conclave 


Lithographers National Associa- 
tion has announced the acceptance of 
four speakers to address its conven- 
tion May 10, 11 and 12 at the Home- 
stead, Hot Springs, Va. 

The speakers are Frank W. Love- 
joy, sales executive, Socony-Vacuum 
Oil Company; William R. Kuhns, ed- 
itor, Banking; Pauline Arnold, vice- 
president, Market Research Corpora- 
tion of America; and Elliott Odell, 
advertising director, Fawcett Publi- 
cations. 


Chicago Retailers 
Pick Eastern Agency 


Pettingell & Fenton, Inc., New 
York, has been appointed to handle 
the advertising of Cutler’s, Chicago, 
chain shoe stores. The year’s ap- 
propriation calls for a minimum of 
$75,000 to be spent in the Chicago 
press. 

Palmer Boot Shop, Chicago, has 
also named Pettingell & Fenton to 
direct its advertising. Local news- 
papers and magazines will be used. 
Atherton Pettingell is account execu- 
tive. 


NNPA Adds Three 


National Newspaper 
Association has admitted Richmond 
News-Leader and Toronto Globe &€ 
Mail as voting members, and Oregon 
Statesman as an associate member. 
James R. McKeldin is promotion 
manager of News-Leader, Harold B. 
Crow of Toronto Globe & Mail, and 


Promotion 


in this type of effort are Weco Prod- | 
ucts Company and Pepsodent Com- | 
pany. 


“Cue” Names Johnson 

Robert L. Johnson, president of R. 
L. Johnson, Inc., management con- 
sultant, has been elected to the board 
of directors of Cue Publishing Com- 
pany, New York, publisher of Cue. 


Kopf to Hearst Radio 
R. F. Kopf, associated with Barron 
G. Collier, Inc., for the past six years, 
has joined the Chicago sales staff of 
International Radio Sales. He suc- 
ceeds Curtis Willson, resigned. 


Gets Chemical Account 

Hays MacFarland & Co., Chicago, 
has been appointed to direct adver- 
tising of Livingston Chemical Com- 


Robert Sprague of Oregon States- 
man, 


“Protectoid’” Retained 


To clear up a misunderstanding 
following recent announcement that 
“Lumarith” is to be the official name 
of Celluloid Corporation’s transpar- 
ent packaging material, the company 
explained last week that “‘Protectoid” 
will be retained. Both names will be 
used and the product will be desig- 
nated “Lumarith Protectoid.” 


Frankel Promoted 


Adolph Frankel has been named 
merchandising manager of Westing- 
house Electric & Mfg. Company’s 
lamp division. He will establish the 
first regional field office in Boston, 
for handling distribution of the Steri- 
lamp, a new lamp which sterlizes by 


pany, Kalamazoo, Mich. 


ultraviolet radiation. 


Stroud Heads Agency 

Mackay-Spaulding Company, New 
York, has elected Herbert K. Stroud, 
president; James Mackay, vice-presi- 
dent; C. H. Fallass, treasurer; and 
Eugene W. Spaulding, secretary. Mr. 
Stroud succeeds Howard E. Spauld- 
ing. 


Moves to New Offices 


Syndicate Store Merchandiser, 
hitherto located at 19 E. 47th street, 
New York, moved to 79 Madison 
avenue April 1. The new Offices 
will include facilities for a complete 
display studio. 


Reagan to KFAC 


George Reagan, formerly with Lord 
& Thomas, Los Angeles, has suc: 
ceeded William D. McCabe as account 
executive for Station KFAC, Los An- 
geles. Mr. McCabe has joined KABC, 
San Antonio, Tex., as manager. 


Uses College Papers 
Railway Express Agency, New 
York, has released a spring campaign 
in 141 college newspapers through 
National Advertising Service, Inc. 
New York, stressing shipping of 
laundry and baggage. Caples Com: 

pany, New York, is the agency. 


FOR USERS OF | 


PREMIUMS 


A real honest-to-goodness 
electric razor that shoves smooth and 
clean, won't irritate, does as fine a 
job as you might expect fromthe most 
costly razor. Complete with detach- 
able cord. Genuine leather traveling 
case with Talon Zipper. Hos precision 
motor, streamlined case, self-sharp- 
ening cutter, precision head, and is 
guaranteed for one year! Works on 
A.C. or D.C. current. Men and wo- 
men olike find that KWIKSHAVE 
hos the quality, appeorance and 
performance equal to any shover 
on the morket! 

¥ your deoler con't supply you, moil 
your order direct to factory 


ELGIN LABORATORIES i" 


Sent CO.D. oF 5% dincov"! 
for cosh with order 


AS ADVERTISED NATIONALLY 


Can be purchased for less tha®. dos 
quantities] Write or wire for spec 
prices. 


ELGIN LABORATORIES 
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~ SIGNED an SEALED éejore DELIVERED | 


nse | (WE STAMP OUR NAME EACH CUT IS WRAPPED s) (wee WE MAKE A reumist) 

| \ON EVERY ENGRAVING CELLOPHANE TO KEEP cL) WE KEEP IT—TRY US 

rs a D 

mpai ID you ever see a halftone talking? paid is returned to you.” Could anything 
throug 

e, Inc 


ing | In other words did you ever see an en- 


é be fairer? 
y. 
. graver's signature on a set of process plates Mm rt Now about this cellophane business. 


ora minimum zinc? We put our mark on 


Well, any electrotyper will tell you he 


CHICAGO 


every cut we make because we're proud 


can't mold from a dirty halftone. So we 


of our product. This signature is a reminder wrap each cut in a transparent jacket. 


of our promise: “We guarantee every Keeps them spotless and they can be iden- 


Collins, Miller & Hutchings, Inc. engrav- tified instantly. A far cry from the old “gas 


ing to give satisfaction, or the price you 


* Photo of ch 


jet” days, isn’t it? May we have an order? 


ildren by H. Armstrong Roberts 


COLLINS, MILLER & HUTCHINGS !- 


207 NORTH MICHIGAN AVENUE~ CHICAGO 
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Tags on Shoes 
Tell Why They 
AreW orthMore 


New York, March 29.—Consumer 
identification, extensively employed 
by clothing and fabric manufactur- 
ers, will be extended to footwear by 
the London Character Shoe Corpora- 
tion, New York retail chain, and will 
form the basis of its spring advertis- 
ing campaign. 

Every pair of London shoes will 
reach the consumer with a tag at- 
tached, which will explain how the 
shoes are made and the materials 
used. Detailed analysis will be given 
of uppers, outsoles, insoles and lin- 
ings. While London markets three 
different price ranges, $6, $7 and 
$8.50, the identification tags wil! be 
the same on all lines. All London 
shoes have equal workmanship, it 
was explained, and the materials 
used “are practically the same.” 

Four metropolitan newspapers will 
carry weekly insertions of 800 lines 
each and will use the identification 
tags as the basic theme. The caption 
will read, “If every man _ knew, 
there’d be but one shoe .. . so Lon- 
don tags the truth.” Morton Freund 
Company is the agency. 


Jobson to “Dispenser” 

C. Frank Jobson has joined the 
Eastern advertising staff of Liquor 
Store & Dispenser, New York. 


be 


NEW WISP-O-WEIGHT SWIM 


BELIEVE IT OR 


If R. Ripley were writing this 
story, he would probably begin by 
saying, “The most famous manufac- 
turer of swimming suits in the world 
is located in Portland, Ore., far from 
both its raw materials and its mar- 
kets. Though it makes a product 


PERFECT SHIPPING 


April has been designated as Perfect 
Shipping Month by the Shippers’ Advis- 
ory Board. THE TRAFFIC WORLD 
reaches the shippers who originate 


65% of all freight tonnage 
Tell these shippers how your company 
or your product contributes to perfect 


shipping. Get the largest profitable cov- 
erage at the lowest cost by advertising in 


ABC TH E ABP 
TRAFFIC WORLD 


418 S. Market St., Chicago 
Eastern Advertising Office, 512 Fifth Ave., New York City 


purchased by the public for only a 
few months during the year, it main- 
tains a higher level of employment 
than other typical manufacturers 
making a complete line of knitted 
garments. And though its salesforce 
is compelled to sell a highly seasonal 
product all the year round, net profits 
are far above the average for the in- 
dustry as a whole, believe it or not.” 

The Jantzen Knitting Mills is 
probably the best example of success 
through specialization to be found 
anywhere in industry, particularly 
when the apparently unfavorable fac- 
tors suggested above are taken into 


Cc 


eK 
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>A GIFT MAKES. DAD 
KING ON HIS DAY 
FATHER'S DAY JUNEI9 


) Blow-up for display 
purposes in retail 
stores in full color 
size 30” x 40” sup- 
plied by EsQuIRE at 
cost, $3.50 cach. Un- 
mounted, $2.50 cach. 


25.000.000 FATHERS 


There are 25,000,000 fathers in the United States. Their day 


(FATHER’S DAY) is June 19th. 
only national right arm and 


And Esquire, the natural and 
bower of men, and therefore 


fathers, has taken upon itself to make this day mean more, 
not only to fathers, but to the manufacturers and retailers 
of sporting goods, men’s apparel, cameras, toiletries, jewelry. 
luggage, liquor, books, tobacco and pipes and hundreds of 


Back of the 


other articles. 


July issue of ESQUIRE (on the 


stands early in June), which is loaded to the guards with 
Father’s Day editorial material (even to its front cover), 
is the first Father’s Day follow-through by a national pub- 


lication to the consumer. 


Advertisers who wish to go 
reap its full benefit through 
ones who act now. 


squire. 


places with this “natural,” to 
pre-merchandising, will be the 


But quickly. 


Famous Swim Suit Business Is Stabilized Through Consistent and 
Dominant Advertising 


BY G. D. CRAIN, JR. 


NOT JANTZEN 


account. That the business has been 
so outstandingly successful is due 
both to an unusual product and good 
management, along with an adver- 
tising policy which has made Jantzen 
swim suits a highly acceptable prod- 
uct to trade and public at all times. 

When the new line for the follow- 
ing season is offered in October of 
each year through its 45 salesmen to 
the 5,000 selected stores which dis- 
tribute the product, the retailer is 
asked to order five to seven months 
ahead of the season, with no advance 
information as to style trends which 
may affect demand for the various 
items in the new line. 

The fact that Jantzen through the 
years of its leadership—it sells about 
one-fifth of all the swimming suits 
purchased by the American public— 
has been able to get the advance or- 
ders which have kept the mill oper- 
ating at a fairly high rate through- 
out the year has been made possible 
only by the establishment of the 
Jantzen name as a symbol of style 
authority, quality manufacture and 
public acceptance. 

The public knows Jantzen because 
its advertising has never allowed it 
to forget. While the advertising to 
the consumer, through magazines 
and posters, is concentrated in the 
period of active buying—May, June 
and July—it is always oustanding in 
character as well as volume. The 
famous Jantzen diving girl, who be- 
came so popular at one time that 
Woolworth and other chain stores 
were selling windshield stickers out- 
lining her graceful figure, has been 
portrayed by the most famous art- 
ists in the country. 


Phillips Girl Popular 


The first national advertising, 
placed following a _ successful test 
campaign in Seattle the year before, 
appeared in 1920, and was adorned 
by reproductions of a painting by 
Coles Phillips, then the fair-haired 
boy of advertising art. That paint- 
ing took $1,500 of the $10,000 of bor- 
rowed money which financed the first 
year’s advertising, and was used not 
only in the advertisements which ap- 
peared in Vogue, but on store dis- 
plays, packages and elsewhere, in 
order fully to capitalize the distinct- 
ive and popular style of the Coles 
Phillips girl. Incidentally, the use 
of advertising of that quality, even 
though limited in volume, impressed 
retailers with the idea that Jantzen 
had something there. 

The 1938 advertising will feature 
the luscious models made famous by 
Petty, of Esquire fame, and will 
again focus the attention of the pub- 
lic on Jantzen as the source of the 
most authentic type information ob- 
tainable in the swim-suit field. 

Incidentally, Jantzen takes its 
styling responsibility seriously. It 
has a style development building, 
manned by a large staff of designers, 
who are constantly experimenting 


with new ideas in color, fabrics and 


JANTZEN PRESENTS ITS 1938 POSTER GIRL 


uits 


materials, and whose products are 
modeled and passed on by the execu- 
tive staff before being put into pro- 
duction. The result is that new 
ideas are developed for each new 
line, so that retailers as well as the 
public know that Jantzen will lead 
the field each season from the stand- 
point of styling. 

This situation has its disadvan- 
tages, of course, in that many buyers 
hesitate to order large stocks of a 
highly styled line ahead of the sea- 
son, and the mill is therefore forced 
to operate 24 hours a day during the 
summer. But air-mail and telegraph 
are used to transmit rush orders, and 
Jantzen pays the cost of wired orders 
for six suits or more. Much of the 
repeat business is shipped parcel 
post, and as Jantzen sells all of its 
product on a delivered price basis, 
it absorbs the higher transportation 
charges involved in handling rush 
business, 


Outlets Are Reduced 


Through its policy of selective dis- 
tribution, it has concentrated its sell- 
ing through department stores and 
other volume outlets. The number 
of stores has been reduced from a 
peak of about 10,000, as the company 
has found that there is such a thing 
as having too many stores. 

During the depression years Jant- 
zen did not decrease its advertising, 
a policy which meant that the ad- 
vertising expenditure per unit of 
sale was greatly increased. But 
while volume slumped badly during 
the lean years, as was to have been 
expected with a semi-luxury, it has 
come back fast during the recovery 
period. 

Peak sales were recorded in 1930, 
when the volume was $4,733,000. The 
low point for recent years was hit in 
1933, with a total of $1,781,000, but 
sales bounced back to more than $3,- 
000,000 in 1936, and totaled slightly 
over $3,500,000 in 1937. Net profit in 
1986 was $369,000 and in 1937 $301,- 
000. 

Jantzen sales are world wide. Sub- 
sidiaries are operated with plants in 
London, Sydney, Australia, and 
Buenos Aires, Argentina. In addi- 
tion, licensees in Canada, Germany, 
France and Italy distribute Jantzen 
products on a royalty basis. At an 
international sales convention held 
in Portland last fall, seventeen sales 
representatives were present from 
foreign countries. 

John A. Zehntbauer, president, and 
Carl C. Jantzen, secretary, started 
the business with one knitting ma- 
chine in 1910. They made the first 
form-fitting bathing-suit in 1913, at 
insistence of a member of the Port- 
land Rowing Club, of which both 
were members. It was not until 1918 
that they were convinced that they 
had solved the technical problems in- 
volved and were ready to go after 
outside business. 

One interesting and impressive fea- 
ture of the business is that only one 
advertising agency has served Jant- 
zen during the nineteen years it has 
sold nationally. Botsford, Constan- 
tine & Gardner has handled the ac- 
count without interruption during 
all of that period—a record which is 
as flattering to the company as to 


the agency. 


Cleaning Cream 
for Hospitals 


Widens Field 


New York, March 29.—Following 
introduction last summer of Albolene 
Solid, a cream cleanser previously 
marketed to hospitals only, McKes- 
son & Robbins, Inc., Bridgeport, 
Conn., last week revealed plans for a 
consumer campaign designed to pro- 
mote the re-packaged product for 
general feminine use. 

Reporting “an exceptional sales 
increase” during the past fall and 
winter as a result of a series of test 
campaigns, McKesson & Robbins will 
exploit Albolene’s medicinal proper- 
ties and background. Promotion will 
center on endorsements from nurses 
who have used the product in hos- 
pitals and actresses who have used 
it for theatrical make up. Copy will 
read, “From hospitals . . . to actresses 
os OC” 

A rotogravure campaign will be 
launched this month in the Chicago 
Tribune, Los Angeles Times, New 
York Herald Tribune and Times, and 
San Francisco Chronicle. Black and 
white insertions will appear in 
Ladies’ Home Journal, Modern Ro- 
mances, Modern Screen, Pictorial Re- 
view, Radio Stars, Screenland and 
Silver Screen. Brown & Tarcher, 
Inc., is the agency in charge. 


Four Wheel Drive 


Changes Personnel 


Robert A. Olen, formerly manager 
of direct mail advertising for Four 
Wheel Drive Auto Company, Clinton- 
ville, Wis., has been appointed as- 
sistant to the general manager in 
charge of manufacturing activities 
for the utility division. 

Arthur J. Danley, formerly in 
charge of publications, has been 
named assistant advertising man- 
ager, and Carlton W. Schultz, for- 
merly literature production chief, 
has been appointed manager of the 
copywriting and photographic divi- 
sions of the advertising department. 


Apple Display Scores 


The second annual “Doc Apple” 
window display contest, staged by 
Pacific Northwest Fruits, increased 
sales more than 100 per cent, accord- 
ing to a survey by W. H. Horsley, 
president of the Izzard Company, the 
agency in charge of the promotion. 


Advertise New Film 


Warner Bros. Pictures, Inc., New 
York, will use a national campaign in 
newspapers to support “Beloved 
Brat,” to be released shortly. A color 
page will also appear in The Amer- 
ican Weekly. Blaine-Thompson Com: 
pany, New York, is the agency. 


om WHAT 00 ——— 
BUYERS OF SPACE 
THINK OF 
NEWSPAPER PROMOTION? 


We wondered. Other people, 
when we asked them, said they 
wondered too. And said they 
would like to know! 

So—being a research organiza 
tion—we found out by giving the 
floor to buyers of space. The 
invitation was accepted by 286 
of the very busiest men through- 
out the country. 

Their answers to our question: 
naire are not only interesting, 
but important! So important, 10 
fact, that we have had 3000 
copies of the findings printed for 
general release. 

Write now for your copy of 
Space Buyers Look at News 
papers. There is no charge, 7° 
obligation. Simply regard it 4° 
a tangible demonstration of our 
desire to clarify business for 
business. 


ROSS FEDERAL RESEARCH 
CORPORATIO 
6 East 45th Street, New York Cit! 
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NEW SPACE BUYER 


Charles C. Palmer, who has joined Lavin 
Company, Boston, as media director. He 
was formerly with Conde Nast and more 


recently with Sportsman and Stage 


BEST PROSPECTS 
ARE NEGLECTED 
BY PIANO TRADE 


Chicago, March 31.—Though mer- 
chandising efforts of the piano in- 
dustry have been wholly inadequate, 
a tremendous latent interest in its 
product exists in this country, a sur- 
vey released today by the National 
Piano Manufacturers’ Association 
said. Lawrence H. Selz is the author 
of the research, in which 1,200 inter- 
views were conducted in each of the 
classifications represented by Chi- 
cago and St. Louis; Springfield, 
Mass., and Nashville; Elmira, Waco 
and Springfield, O.; Carroll, Ia., 
North Platte, Neb., Huntsville, Ala., 
and Waynesboro, Pa. 

If Mr. Selz’ findings are correct, 
53.4 per cent of the country’s popu- 
lation Owns pianos. Many of these 
instruments however, are obsolete, 
suggesting a large replacement mar- 
ket. While ownership’ declines 
sharply as income goes down, the 
survey said that Class B, represent- 
ing families of better than average 
income, iS a more promising market 
than Class A, made up of the weal- 
thiest families in each community. 
At present, it is contended, Class B 
is seriously neglected. 

The survey found that ownership 
of pianos is relatively larger in cen- 
ters of 20,000 to 100,000 than in 
metropolitan areas, explaining this 
on the ground that small town deal- 
ers know their potential market and 
customers’ requirements more _inti- 
mately than big city retailers. 

Tone is the factor chiefly consid- 
ered in purchasing a piano, according 
to the survey. Secondly came repu- 
tation of the dealer, while style is 
the third most important factor. 

More than one-third of non-owning 
families formerly possessed a piano. 
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Of those who have never owned a 
piano, 7 per cent are reported to be 
live prospects. The survey said that 
promotion of music is an essential 
part of piano merchandising. Group 
lessons for children were recom- 
mended as a form of instruction 
which would interest almost half of 
the families not now owning instru- 
ments. 

Another surprising fact uncovered 
was that 28.9 per cent of the non- 
owners, or 13.5 per cent of the poten- 
tial market can play the piano, yet 
has none. A rental plan is suggested 
as a logical means of reaching this 
segment of the market, while prac- 
tice rooms might also inspire such 
musicians to buy pianos. 


While piano advertising is far 


[ 


from adequate, the survey said that 
it appears to be well directed. More 
than half—54.7 per cent—of those 
interviewed said they had noticed 
piano advertising, 1,679 indicating 
magazines as the source, 1,635, news- 
papers, and 308, radio. 


Drake to “True Story” 


Herbert Drake, formerly manager 
of the New York office of Hunting € 
Fishing and National Sportsman, 
joined the promotion staff of True 
Story April 1. 


Represents “Ledger” 
West-Holliday Company has been 
named national advertising represen- 


tative for Ledger &€ Register, Canton, 
Ill. 


Falconer Advanced 


James A. Falconer, formerly treas- 
urer, has been named president of 
Phelps Publishing Company, Spring- 
field, Mass., succeeding the late A\l- 
bert W. Fulton. 


Account to French 


Valley Electric Corporation, St. 
Louis, has appointed Oakleigh R. 
French & Associates, St. Louis, to 
handle its advertising. Business pa- 
pers will be used. 


Kitty Kelly to Krivit 
Samuel G. Krivit Company, Inc., 
New York, has been appointed to 
handle the advertising for Kitty 
Kelly, retailer of shoes. A newspa- 

per campaign is being prepared. 


Drive for RCA Victor 


RCA Victor has launched a cam- 
paign in April farm publications to 
promote a new series of low-priced 
battery operated radios. The sched- 
ule includes Country Gentleman, 
Country Home, Progressive Farmer 
and Southern Agriculturist. 


Kuntz Joins Agency 
Mark C. Kuntz has resigned as 
vice-president of Yutz Sign Corpora- 
tion, Glendale, Cal., to join Faraon 
Jay Moss & Associates, Los Angeles, 
as account executive. 


New DMAA Publication 


The Direct Mail Advertising Asso- 
ciation has issued the first number 
of “The Reporter of Direct Mail Ad- 
vertising,” monthly publication. 


_ Livestock & Alfalfa 


1. Major Boyer, Garvin County © 


A $75,000,000 farm income gain in 
1937 over the high levels of 1936 
pushed Oklahoma and North Texas 


into the nation’s bright sales spot for 


1938. 


Business is brisk in Farmer-Stock- 


man territory today. The outlook for 


“Our Saulpment Bill Was 
$15,000 for I2 Months” 


= say these 6 Farmer-Stockman Readers 


the immediate future justifies Babson 


in placing it in the “Gold” on his Feb- 


ruary Sales and Credit Map. Cullti- 
vate this market through the only 
farm paper that delivers more than 
200,000 circulation in the Oklahoma- 


Texas area twice each month. 


Facts are based on per- 


sonal interviews in 
counties listed 


previous interviews 


February 1938, where nine 
farmers spent $27,000 in 
1937 for improvements. 


in mid 
March 1938. Dots indicate | 


four radios, two trucks, a cream sepa- 


tures for farm 


than $15,000. 


The purchases of six typical farm- 
ers of the Southwest in the past few 


months are indicative of what's go- 


ing on in this section. 


Among other things these six farm- 


ers have bought four new tractors, 


rator, four plows, a combine, two cars 


and a thresher. 


past twelve months amounted to more 


Their total expendi- 


equipment alone in the 


the 


| 
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OKLAHOMA CITY,OKLA. 
REPRESENTATIVE — THE KATZ AGENCY. Inc. 
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3. Horace Webb. Tillman County 
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5. Lee Richardson. Kiowa Gesary: 
Dairy & Cotton rye 
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Testimonials 
Potent Aid in 


Insurance Field 


Atlantic City, March 29.—Testi- 
monial letters are just as good for 
selling life insurance as for plugging 
soap, face cream and cigarets, ac- 
cording to W. P. Worthington, super- 
intendent of agencies for the Home 
Life Insurance Company of New 
York. 

Mr. Worthington told a conference 
of agents at Hotel Traymore here 
that ten of his agencies have been 
experimenting with testimonials for 
the last year and a half, with a defi- 
nite resulting increase in sales. In- 
terviewing and selling the client 
have been made 25 per cent easier. 
In recent months many letters have 
been received telling of the writers’ 
satisfaction in getting their insur- 
ance organized along the “planned 
estate” line which Home Life advo- 
cates. 

A salesman calling on a banker 
selects from his brief case a photo- 
stat of a letter from another banker 
as big or bigger. Calling on a strug- 
gling dentist, he pulls out a dentist’s 
testimonial. 

Testimonials could profitably be 
used in much insurance advertising, 
Mr. Worthington believes. 


One for Kircher 


United Publishing Company, Kan- 
sas City, has placed its advertising 
account with The Albert Kircher 
Company, Chicago. 


Mangan Promoted 
R. K. Mangan, with The Buda 
Company, Chicago, for 20 years, has 
been named vice-president in charge 
of advertising. 


== 


DISPLAYS 


Designers & Builders © 
CONVENTION -EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
e e : d 


‘ J 
ADVERTISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


FEAR COPY FAILS 


AFTER-DINNER 


NIGHTMARE 


| BANISHED 


Dont let a huge pile of 
after-dianer dishes be « 
nightmare to you! Don't 
dread washing them.. 

not if you do them the 
"easy OAKITE way. Be- 
, Cause this quick-acting 
cleaner SOAKS dishes 
CLEAN!...a hot rinse. 

aod they dry themselves. 


Pu @ hesping tesspoonty! of 
OAKITE in @ pen of hot weter 
Plece dishes in pan Let soek for 
fwe monutes Swish dhes with 
dihmop 
hot weter, plece mm rack ond 
dishes wl! dry themselves Note 
how they sperkle! 


tonsa tham in clean 


OCAKITE conten: no soep so 
ne odon By 
mm unique power of dinsolving 
greese, ot atiecks the dishwashing 
problem ot it root thus tering 
you tme end energy Your 
grocer hes OAKITE whe 
pechege todey 


leaves no him 


ve 
@QUICK-ACTION Citanmee 
THAT BISSOLVES Gatase 


Mail Order Men of 


New Jersey Organize 
New Jersey Association of Mail 
Order Men has been organized at 323 
35th street, Union City, “to create a 
better understanding between buyer 
and seller of merchandise of all types 
by mail and to cooperate with the 
Federal Trade Commission, United 
States Post Office department, state 
and national food and drug authori- 
ties, in protecting the general public 
from fraudulent and dishonest pres- 
entations.” 
Charles Prieman is president and 
E. W. Johnson, vice-president. 


Fireworks for Ceder 


Rex Ceder, New York, has been ap- 
pointed to handle the advertising of 
pyrotechnics for Pain’s Fireworks 
Display Company, Paramount Fire- 
works Company, H. E. Roehrs & Co., 
Triumph Fuse & Fireworks Com- 
pany, and Unexcelled Mfg. Company. 
Magazines, direct mail and catalogs 
will be used. 


Joins “Yearbook” 


Evelyn Harter has been appointed 
associate editor in charge of the 
bookmaking and bookbinding section 
of the Production Yearbook, She was 
formerly production manager _ for 
Smith & Haas, book publisher. 


Make your advertising 
more effective 


by using this information from the expe- 
rience records of 18 outstanding advertising 
specialists of wide acceptance and recog- 


nition. 


THE/HANDBOOK 
OF ADVERTISING 


Edited by 


~ E. B. Weiss, F. C. Kendall, 


and C, B. Larrabee 


What this book gives you 
and who wrote the material 
Earnest Elmo Calkins, Introduction 
Harford Powel, Advertising Copy 
Deane Uptegrove, Advertising Art 


dia? 


Laurance B. Siegfried, Type and 
Typography 

Jack J. Boyle, Media 

H. K. Boice, Radio 

G. S. McMillan, Organizing the 
Advertising Department 

Arnold Rau, Agency Organization 

Frederick C. Kendall, The Adver- 
tising Appropriation 

William T. Laing, Advertising In- 
quiries 

John Allen Murphy, Industrial 
Advertising 

L. J. Raymond, Direct Advertising 

E. B. Weiss, Merchandising the 
Advertising 

C. B. Larrabee, Packaging 

Elsie M. Rushmore, Consumer 
Contests 


Howard W. Dunk, Premium Adver- 
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Send me Weiss, 
of Advertising for 10 days’ 
In 10 days I will send $5.00, plus few cents postage, 
or return book postpaid. 
panied by remittance.) 


Name 


Address 


JUST 
PUBLISHED 


530 pages, 6x9 
$5.00 


HAT are your questions about advertising 
today? 
judging your copy? 
latest trends in advertising art? 
problem relating to selection of proper me- 


Do you want touchstones for 
Are you concerned with 
Have you a 


Are you considering a radio program? 


Are you looking for a more effective way to 
merchandise your advertising? 
ning consumer contests or premium offers? 


Are you plan- 


Whatever your question—if it is concerned 
in any way with current advertising practice 
—this book can help 
tising specialists 
achievement present 
liant treatments of current advertising prob- 
lems, 
you the benefit of their experienced views on 
questions within their specific specialties. As 
a result, this book deals with advertising as 
it is practiced today by 
advertisers, 


you. Eighteen adver- 
of wide experience and 
in this handbook bril- 


techniques, and principles. They offer 


the most successful 


10 DAYS’ 
McGraw-Hill Book Co., 


EXAMINATION—SEND THE COUPON 
330 W. 42nd St., N.Y. C. 


! 
I 
Kendall and Larrabee’s Handbook ! 
examination on approval. I 
1 

| 

I 


(Postage paid on orders accom- 


City and State 
N. J. Leigh, Window Displays 
Ey eee a ee PET e ER Tee tee eee eee 
Frank R. Coutant, Testing Adver- 
tising Copy EU Si cc dca wanes kee pov eerscuseeaeae Age—4-4-38 | 
(Books sent on approval in U. S. and Canada only.) | 


‘Okey Oakite’ 
Boosts Sales 
to Housewives 


New York, March 30.—How a 
change from the use of scare themes 
to bright “Okey Oakite’” copy re- 
sulted in a big jump in the sales of 
Oakite was revealed here today by 
F. A. Conolly, merchandising man- 
ager of the company, coincident with 
the announcement of an enlarged 
campaign starting this month and 
running in 52 newspapers in North- 
eastern cities. A survey helped the 
company point its new appeal effec- 
tively, however. 

Giving prominent position to a 
reproduction of the package, early 
copy for the product played up such 
ideas as: “After-dinner nightmare 
banished by washing dishes in Oak- 
ite” and “Don’t let onions leave their 
tell-tale odor on utensils or your 
hands.” The new type of copy was 
adopted after a survey revealed that 
the chief uses for the product were 
for washing dishes, wood-work, win- 
dows, glassware, and tiling. 


Poems Express Sympathy 


Advertising appeals were conse- 
quently narrowed to these fields 
while the product’s distinguishing 
characteristic, expressed in the slo- 
gan, “The gentle grease-dissolving 
cleaner,” was described in each ad- 
vertisement, while a little poem em- 
phasized familiarity with feminine 
problems. The principle of frequent 
insertions of small-sized copy was 
also adopted, Mr. Conolly explained. 

Sales started to rise, with January, 
1937, figures 20 per cent above those 
for January, 1936, and this trend has 
since been maintained, Mr. Conolly 
said. Calkins & Holden is the agency. 


Dealer Council 
Dictates Type 
of Tire Copy 


New York, March 29.—Creation of 
a Dealer Advisory Council made up 
of 25,000 independent tire retailers 
has revolutionized promotion of U. S. 
Tire Dealers Mutual Corporation, 
starting its second year as the re- 
placement sales arm of United States 
Rubber Company, executives said 
here today. 

Not only has the new organization 
been successful as a sales mechan- 
ism, but it has resulted in increased 
interest in advertising by dealers, 
who are not slow to make their senti- 
ments known to those in charge of 
promotion. This opinion is largely 
responsible for the launching of a 
new weekly radio program, featuring 
Ben Bernie and Lew Lahr over CBS. 

In addition to the radio advertis- 
ing, influence of the council has re- 
sulted in use of four-color pages in 
The Saturday Evening Post. At the 
same time, dealers in cities of 5,000 
and over banded together to divide 
space costs for local newspaper copy 
with the company, a similar plan 
prevailing in use of poster advertis- 
ing in metropolitan markets. 

Further cooperative promotion in- 
cludes six direct mail campaigns, for 
which preparation and mailing costs 
are also halved between company 
and dealers. The latter had much to 
do with the type of copy employed 
also, favoring the danger motif 
which stimulates replacement of 
wornout tires with Royal Master 
non-skids. 

While official figures are difficult 
to obtain, indications point to much 
heavier sales in 1937, the first com- 
plete year during which the new 
arrangement held sway, than in 1936. 
Poor’s Industrial Reports places 1937 
volume at $185,000,000. 

Campbell-Ewald Company handles 
the account, which will assume new 
activities May 1, with official opening 
of the touring season. 


Watt with Korn 
W. H. Watt, formerly with John 
Lucas & Co., has joined the execu- 
tive staff of J. M. Korn & Co., Phila- 


delphia agency. 


THE 


Garage floor with grease is thick? 
OAKITE cleans it—cleans it quick. 


OAKITE 


JINGALEER WORKS OVERTIME FOR OAKITE 
GENTLE GREASE-DISSOLVING CLEANER 


CLEANS} 


Milhon Things 


ant 


LISTERINE, 100, 
IS TESTIMONIAL 
TO FAIR TRADE 


St. Louis, March 29.—The public 
O. K. of no less a personage than J. 
S. Norton, vice-president in charge of 
sales, Lambert Pharmacal Company, 
was placed on price maintenance 
laws in an address before the St. 
Louis Sales Managers’ Bureau here 
Friday. Mr. Norton contended that 
fair trade has proved equally benefi- 
cial to manufacturer and consumer. 

The consumer, he argued, has bene- 

fited by an expansion of distribution 
facilities, since many retailers re- 
fused to handle nationally-advertised 
lines used as loss leaders by a few 
predatory organizations. If they 
stocked such lines from necessity, 
they made every effort to substitute 
when the brand was requested, and 
refused such products the display to 
which their ranking entitled them. 
While a few consumers occasionally 
were able to buy Listerine, for exam- 
ple, at low prices, it is obvious, ac- 
cording to Mr. Norton, that they paid 
exorbitant prices for other products 
bought in the same stores and hence 
made no actual saving. 
Notorious price cutters, Mr. Nor- 
ton asserted, account for only 20 to 
25 per cent of total volume in the 
drug field, but under conditions ex- 
isting before passage of fair trade 
laws, were able to make a product 
extremely unpopular with dealers 
handling the remaining 75 to 80 per 
cent. 


Made Copy Impotent 


Price-cutting made it impossible 
for Listerine to cash in on its adver- 
tising, Mr. Norton said. 

“We had a product of merit which, 
through mass marketing, effective 
advertising and educational work be- 
came a household word,” he _ ex- 
plained. “The development of this 
demand made necessary creation of 
a distribution system which would 
permit the consumer to buy the prod- 
uct with the greatest possible con- 
venience. So we soon had from 60,- 
000 to 70,000 retailers stocking Lis- 
terine. But as demand increased, a 
relatively few dealers found they 


could use the Listerine trade-mark in 
an entirely different way than to 
make a profit on the sale of the prod- 
uct. They found that cutting prices 
on this single item created the im- 
pression that they were low-price 
stores and that all other stores were 
higher-priced. These other stores, 
however, objected to this impression 
being broadcast and pretty soon they 
began to discourage purchase of Lis- 
terine in self-defense. 

“Such a situation was definitely 
damaging to us and we welcomed 
legislation which permitted us to in- 
sure reasonable compensation to the 
retailers who distributed our prod- 
ucts to the public, and which, on the 
other hand, prevented price sharks 
from diverting the millions of dol- 
lars spent in Listerine advertising to 
their own ends. 

“The fair trade laws and _ the 
philosophy which underlies them will 
endure if they are sensibly adminis- 
tered.” 


Two Join Engel 


Walter Engel, Inc., New York, can- 
did camera photographic agency, has 
appointed Matt L. Farrell as associ- 
ate and Myron Ress as production 
manager. 


Western Grain Appoints 


Western Grain Company, Birming- 
ham, has appointed Simmonds & 
Simmonds, Ine., Chicago, to handle 
advertising of Jim Dandy livestock 
and poultry feed. 


TYPE- i 
BSETTING 


Set display headlines and sub-heads— 
or complete ads — with FOTOTYPE, the 
new synthetic type ... right in your own 


composing stick and are auto- 
matically aligned. Cuts type 
costs for offset or zincs from 
dollars down to cents. Over 
fifty modern faces avail- 
able ... script and 
reverse. 


RITE 
FOR WLLUSTRATED =~ 
CATALOG TODAY 


THE FOTOTYPE COMPAN! 
630 Washington Blvd., Chicay? 


— 


Se. 
aie 


--"" 


TELEPHONE LINCOLN 


1770—1345-55 FULLERTON AVE., 


y= Identification Signs 
Erected Nationally 


Consult us when planning to erect 
point-of-purchase identification 
signs or Highway units. Flat rat 
no crating, shipping or warehouse 
charges. 


Maintenance and erection service 
only. We do not manufacture 


Write, wire or phone for details. 


ADV. CO. 


cnicase 


be yout own typesettet | 


office! Cardboard letters slide into special 
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CAPITALIZES AGE 
SINCE THE okys OF THE ‘ROBERT E. LEE 


eS FAMED FOR FLAVOR 


_ A 
THEN AND NOW.. the 


FLAVOR-RITE } 
BEER 


wee bnery Se welcome end enreneie 
natabian oven than they dod net torget to add 
vo the heamnese of the welcome by 

chetesome favertal Teme Haute beer 


ERRE HAUTE BREWING COMPANY INC. TERRE HAUTE IND 


| 
CHAMPAGNE VELVET 


BRAND) ¢ 


* BEER 


lts longevity is turned to advantage in a 
newspaper and poster campaign of Terre 
Haute Brewing Company. 


— 


) Defer Ban on 
Precanceled 


Fourth Class 


New York, March 31.—Withdrawal 
of precancellation privileges on 
stamps over the six-cent denomina- 
tion, originally proposed by the Post 
Office Department March 9, has been 
postponed until July 1, according to 
word received by National Publishers 


4 Association, which is hopeful that the 


plan will be abrogated. 

Deferment of action was due to 
protests filed by large users of parcel 
post, who would be greatly handi- 
capped by elimination of precanceled 
stamps, George C. Lucas, executive 
secretary, said today. While the or- 
iginal order is attributed to discov- 
ery of fraud by the post office, Mr. 
Lucas has invited members who are 
interested in securing its revocation 
to advise him of the effect of such a 

' change. 


; Other Restrictions Planned 


The order of March 9 advised post- 
masters that hereafter postage 
stamps over the six-cent denomina- 

} tion are not to be precanceled. 

+ Stamps on hand were to be sold to 
those holding permits only on assur- 
ance of prompt use. 

“After the present supply of pre- 
canceled postage stamps over the six- 
cent denomination is exhausted,” 
said the order, “precanceled stamps 

} may not be used on any fourth-class 
matter, and in the case of mail of 
any other class, not more than one 
precanceled stamp should be affixed 

) to any one piece of mail except where 


a 


Sette? | stamps of the correct denomination 

b eeadinw to pay the postage are not available 

TYPE. the at the post office.” 

, your own —————— 

nto speci! } Goodall Expands Drive 

e Goodall Company, Cincinnati, Palm 
Beach suits, has added five college 
newspapers to its advertising sched- 
ule, which includes 69 college papers. 

fez. ‘f The campaign, released through Na- 

Pie, ) tional Advertising Service, Inc., New 


\® York, is to begin during the last 
week in April. 


———— 


in COVERAGE 
in the states that are 
lst in Farm Income 


ly TWICE the paid 
irculation of any other 
arm medium in the 
8 midwest states 


“Focused” Aduertising in 
THE MIDWEST 
FARM PAPER 


rairie Farmer rae 
he Farmer, St. Paul. 
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National Golf Review 
Buys Sport Magazines 

National Golf Review, Inc., has 
bought the subscription list of Sports 
Illustrated and American Golfer, to- 
gether with all titles and effects re- 
ceived from Conde Nast at the time 
he sold the American Golfer to Sports 
Illustrated. 

National Golf Review will change 
its name to Golf, effective with the 
April issue. Advertising rates will 
increase as of May 1, 1938. Until 
that time orders will be accepted for 
the remainder of 1938 at the current 
rates, 


“Star” Joins NNPA 
Montreal Daily Star has joined the 
National Newspaper Promotion Asso- 
ciation as an associate member. W. 

S. Eager is promotion manager. 


Gas Companies 
Ponder Slogan 
to Tell Story 


New York, March 29.—As it closes 
its second year of institutional ad- 
vertising in behalf of sustaining gas 
companies, American Gas Association 
will launch its third series July 1, it 
was revealed here today. 

Hoping to raise $458,000 for the 
campaign, the same amount as for 
previous promotions, the association 
will meet in Chicago June 1 to dis- 
cuss the year’s program. It is ex- 
pected that while emphasis on the 
gas range will be continued, a slogan 


will be adopted to encourage use of 
gas for all home modernization 
projects. At present, The American 
Home, Good Housekeeping, House € 
Garden, House Beautiful, Ladies’ 
Home Journal, Life, McCall's, Pic- 
torial Review, The Saturday Evening 
Post and Woman’s Home Companion 
are being used. McCann-Erickson, 
Inc., is the agency. 

Current promotion of the associa- 
tion has been concerned with putting 
gas appliances into films, the first 
success in this fleld being ‘Merrily 
We Live,” M-G-M picture. 


Cone Travel to Wales 


Wales Advertising Company, New 
York, has been appointed to direct 
the advertising of Margaret Cone 
Travel Service, New York. 


Names Anderson & Joy 


Stuart Products Company, Inc., St. 
Paul, Minn., manufacturer of beauty 
products, has appointed Anderson & 
Joy, Inc., New York, to handle 
its advertising. Newspapers, class 
magazines and business papers will 
be used. Eastern sales offices have 
been opened at 347 Fifth avenue, 
New York, with J. J. Griffin, Eastern 
sales director, in charge. 


Aspuehler Issues 


Book Showing Work 


Ernst Aspuehler, who designed the 
new ham wrapper for Swift & Co., 
Chicago, has issued a book showing 
samples of packages designed for 
leading manufacturers. 

Copies may be obtained from Mr. 
Aspuehler at 540 N. Michigan ave- 
nue, Chicago. 
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ADVERTISING AGE 


April 4, 1938 


Coming 
Conventions 


April 7-8—Annual meeting, Na- 
tional Conference of Business Paper 
Editors, Washington, D. C. 


April 20-283— Annual convention, 
American Association of Advertising 
Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 24-28— Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf - Astoria, New 
York. 

April 25-27—Annual convention, 
Associated Business Papers, The 
Homestead, Hot Springs, Va. 


April 26-29—- Annual convention, 
American Newspaper Publishers As- 
sociation, Waldorf-Astoria, New 
York. 

May 2-6—Annual convention, Pre- 
mium Advertising Association of 
America, Chicago. 

May 4-6—Spring meeting, Associa- 
tion of National Advertisers, West- 
chester Country Club, Rye, N. Y. 

May 10-12 — Annual convention, 
Lithographers National Association, 
The Homestead, Hot Springs, Va. 

May 13-14—Annual convention, Ad- 


PRINTING 


FAITHORN 
3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies... Not only is this 
evident in the finished work, but 
also in price and actual time 
saved .. . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . .. The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


Vey” 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


vertising Affiliation, Royal Connaught 
Hotel, Hamilton, Ont. 

May 19-21—Annual convention, Na- 
tional Federation of Sales Execu- 
tives, Dallas. 

May 30-June 1 — Annual conven- 
tion, Southern Newspaper Publish- 
ers Association, Biloxi, Miss. 

June 12-15—Annual convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 

June 12-15—Annual convention, 
Newspaper Advertising Executives 
Association, Detroit. 

June 20-23—Annual meeting, Na- 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 

June 25-29—International Advertis- 
ing Convention, Glasgow, Scotland. 

June 26-30 — Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
BD. S. 

June 26-30 — Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Ambassador Hotel, Los An- 
geles. 

July 3-5—Annual convention, Trade 
Association of Advertising Distribu- 
tors, Detroit. 

Aug. 14-17—Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 

Aug. 16-19—Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Aug. 23-25 — Annual convention, 
Outdoor Advertising Association of 
America, Denver. 

Sept. 21-23 — Annual 
National Industrial 
sociation, Statler Hotel, Cleveland. 

Sept. 28-Oct. 1— Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 


Big 3 Market 
Goal of New 


General Tire 


conference, 
Advertisers As- 


Akron, March 30.—A new Dual 8 
tire designed particularly for Fords, 
Chevrolets and Plymouths will re- 
ceive major emphasis in the first 
stages of the expanded campaign 
launched this week by General Tire 
& Rubber Company, executives said 
today. 

The new tire, priced at “less than 
a dollar more than you would pay for 
an ordinary first-line tire,” will be a 
selling mate of the General Dual 10, 
introduced two years ago. Copy on 
the Dual 8 will feature quick-stop- 
ping through its  wrinkly-action 
squeegee tread, as well as extra 
mileage and strength. 

The magazine schedule includes 
Collier’s, Fortune, Liberty, Life, Na- 
tional Geographic, The Saturday 
Evening Post and Time. Much of this 
copy will be in color. D’Arecy Adver- 
tising Company is the agency. 


Charlton Has New Post 


Huey A. Charlton, formerly adver- 
tising manager of Inter-State Store, 
Reading, Pa., has been appointed 
publicity director and promotion 
manager of England Brothers, Pitts- 
field, Mass., department store. 


Buchanan Expands 


Buchanan & Co. has moved its 
Los Angeles office to larger quarters 
in the Beaux Arts bldg. Charles W. 
Curran, formerly with Donahue & 
Coe, New York, has joined the agency 
as account executive. 


Joins Gilmore Oil 


G. J. Donahue, formerly with Rich- 
field Oil Company, has been ap- 
pointed advertising manager of Gil- 


more Oil Company, Los Angeles. 
Newspaper advertising will be in- 
creased. 


To Husband & Thomas 


Hoosac Mills Corporation, Boston, 
Mass., has placed its account with 
Husband & Thomas Company, Inc., 
New York. Spun rayon yarn will be 
advertised. 


Ayer Moves in London 


N. W. Ayer & Son, London, Eng- 
land, has moved its offices from 
American House on Trafalgar Square 
to Bush House. Douglas J. Meldrum 
is in charge of the London office. 


ELLIOTT HEADS ASSOCIATED DAILIES 


The Florida newspaper organization met at the Palm Beach-Biltmore March 26 
for its annual meeting. Left to right, J. M. Elliott, Florida Times-Union, Jackson- 
ville, elected president; F. P. Beddow, Jacksonville Journal, treasurer; V. J. 
Obenauer, Jacksonville, secretary, and Carl Hanton, Fort Myers News-Press, vice- 
president. Ralph Nicholson, Tampa Times, retiring president, became a director. 


NEW MODELS AT 
LOWER PRICES 
GIVEN BAPTISM 


Champion Spark Plug Widens 
‘Week’? Plans 


Toledo, March 31.—Automotive ad- 
vertising, aided considerably by re- 
cent promotion on used cars, re 
ceived a further tonic here and in 
Detroit this week in announcement 
of new models by Willys-Overland 
Motors, Inc., and Plymouth division 
of Chrysler Corporation. Also wel- 
come was Champion Spark Plug Com- 
pany’s decision to expand its annual 
“Change Week” advertising drive, 
May 2-8. 

Newspapers in key cities carried 
initial copy on the new Willys “Clip- 
per,” stressing low price and low up- 
keep costs. This model is priced at 
$549, f. o. b. Toledo, compared with 
$573 for the standard sedan. This 
present Willys line will be retained, 
it was said. The copy schedule on 
the new models is as yet indefinite. 
United States Advertising Corpora- 
tion, Toledo, is the agency in charge. 


First 1938 Newspaper Copy 


Coincident with the Willys copy 
came Plymouth’s first use of news- 
papers this year to announce two 
new model ‘“Roadkings.’” Newspa- 
pers in nearly 1,000 key points were 
used for the first insertion. Another 
insertion is expected in the near fu- 
ture. 

Champion’s plans call for use of 
219 newspapers this season in con- 
trast to the 183 used in 1937. Copy 
will emphasize the exclusive and pat- 
ented features of the new plugs and 
the advantage of changing every 10,- 
000 miles. 

Four-color magazine copy is also 
on the schedule for the first time in 
this annual drive, with the list in- 
cluding Collier’s, Life and The Sat- 
urday Evening Post. Two-color copy 
will appear in American, Liberty, 
Popular Mechanics and Popular Sci- 
ence. The schedule also includes 10 
farm papers. 

Newspaper advertising will first 
appear April 15, with magazine copy 
timed to break as the week opens. A 
wide assortment of dealer helps will 
supplement these schedules. Mac- 
Manus, John & Adams, Inc., Detroit, 
is the agency. 


Mono in Consumer Field 
Mono Service Company, Newark, 


ers, is planning the largest advertis- 
ing program in its history. The com- 
pany is entering the consumer field 
with insertions in The Saturday Eve- 
ning Post. 


manufacturer of paper food contain- 


Policy Control 
Chief Benefit 
of Tax Change 


New York, March 31.—The chief 
benefit of proposed substitution of a 
flat 18 per cent federal tax on cor- 
poration incomes for the undistrib- 
uted profits surtax would consist of 
restoration to management of con- 
trol over dividend policies, according 
to an analysis by the Wall Street 
Journal, indicating that the federal 
tax bill will be substantially un- 
changed. The analysis covered 1937 
earnings of 20 representative indus- 
trial corporations. 

Seven of these companies would 
benefit under the new schedule, since 
for 1937 they incurred a penalty for 
failure to distribute enough of their 
dividends. They are United States 
Steel Corporation, Westinghouse 
Electric & Mfg. Company, American 
Can Company, Montgomery Ward & 
Co., National Steel Corporation, In- 
ternational Business Machines Cor- 
poration and Republic Steel Corpora- 
tion. 

The other 13 would have paid 
larger federal income taxes on 1937 
earnings if the proposed new rate 
had been in effect. In this classifi- 
eation fall Chrysler Corporation, 
Bethlehem Steel Company, Allied 
Chemical, E. I. du Pont de Nemours 
& Co., Continental Can Company, 
Sears, Roebuck & Co., Kennecott 
Mining Company, American Tobacco 
Company, National Dairy Products 
Corporation, Eastman Kodak Com- 
pany, National Distillers Products 
Corporation, General Foods Corpora- 
tion, Johns-Manville Corporation. 

“For the entire 20 companies,” 
said the Journal, “substitution of an 
18 per cent flat levy for the existing 
normal income tax of 15 per cent 
plus the undistributed profits surtax 
would mean, on the basis of 1937 
earnings, a reduction of about $3.,- 
300,000, or 3 per cent, from the fed- 
eral income taxes of approximately 
$117,000,000 accrued by these com- 
panies last year. Of the latter total, 
$17,542,000 represented undistributed 
profits surtaxes. The aggregate net 
profits reported by these companies 
for 1937 were $553,408,000.” 


School Names Agency 


Pratt Business & Secretarial 
School, New York, has appointed 
Kimball, Hubbard & Powel, Inc., New 
York, as advertising agency, effective 
April 1. 


“Morning Star” Celebrates 


The Morning Star, Rockford, I11., 
celebrated its 50th anniversary 
March 20 with a 92-page edition, car- 
rying 100,898 lines of advertising. 


Lithographers Merge 
Marquette Lithograph Company, 
Chicago, has consolidated with Mes- 
senger Corporation, Auburn, Ind., as 
Marquette Offset Corporation. 


NEW TAB REPORT 
SHOWS GAIN FOR 
POSTERS IN °37 


New York, March 30.—Poster ad- 
vertising in 1937 offered more cir- 
culation at less average cost per 
thousand than in preceding years, 
according to the 1938 edition of 
“Standard Circulation Values of Our- 
door Advertising,” issued today by 
the Traffic Audit Bureau. 

This comparison is based upon an 
analysis of 1,205 properties reveal- 
ing a considerable expansion in 
poster plant facilities since depres- 
sion years, the average plant having 
8.3 per cent more panels in service 
in 1937 than in 1935. 

Gross circulation of the panels 
analyzed in this table increased 6 
per cent in 1937 from the 1935 figure. 
Average net advertising circulation 
increased still more, rising 13.7 per 
cent over the 1935 figure. Average 
cost per thousand of this net adver- 
tising circulation, after rising 1.9 
per cent in 1936, dropped to 97.2 per 
cent of the 1935 figure in 1937. 

The total number of plants audited 
during the year by the TAB also 
shows a substantial increase over 
previous years. For 1937, the total 
was 7,312 plants and 185,063 panels. 
In 1936 these figures were 4,928 and 
133,662, respectively. 

The analysis of monthly variations 
in automobile traffic volume reveals 
that June was the best month for 
this type of circulation, January the 
worst. Traffic in June, 1937, was 
shown to be 9.2 per cent greater than 
average, while that in January, 1937, 
was but 89 per cent of the average 
monthly volume, 

The 19386 study, issued a year ago, 
reported June as the high month in 
this respect but found February the 
worst. 

A gradual but perceptible leveling 
off in seasonal variations of automo- 
tive traffic is taking place, the study 
points out. In 1936, for example, the 
low month for the year was 12.7 per 
cent below average. This year’s 
study reveals that the low month 
was but 11 per cent below average. 


Banks to BBDO 


Batten, Barton, Durstine & Osborn, 
Minneapolis, has been appointed to 
handle advertising of the following 
member banks of Northwest Bancor- 
poration: First 
tional, Duluth; First National, 
Rapid City, S. D.; Northwest Secu- 
rity National, Sioux Falls, S. D., and 
First National, Lead, S. D. 


RETOUCHING 


One Million Used by a 
National Advertiser! 
Genuine 


Lucky 
Charm 


RABBIT 
FOOT 


With Key Chain 
or Zipper Pull 


\ of Proven Value 35 # 


© Direct Mail Gadget 
© Good Will Builder 


Worth many 


Costs little! Nl 
dollars as a Sales Builder: 


Write for samples and prices 


CHARLES BRAND 


New York 
208A West 26th St. = New 
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TEXAS FEATURES 
) CLEANLINESS IN 
|) NEW CAMPAIGNS 


“© others Will Also Employ Rest 
Room Theme 


New York, March 31.—Institution- 
al promotion in behalf of dealer’s sta- 
tions will dominate spring and sum- 
mer advertising campaigns of ma- 
jor oil companies, a review of plans 
indicates here this week, with 
cleanliness of rest rooms a leading 


theme. 
Chief user of this theme will be 
the Texas Company, which will 


merchandise “registered rest rooms” 
for 45,000 Texaco stations through- 
* out the country. A registration cer- 
' tificate, with number, will be award- 
' ed each station measuring up to es- 
) tablished standards involving the 

condition of washbowl, mirror, soap, 
towels, tissues and wastebasket. The 
certificate will emphasize that these 
> facilities are for the “comfort and 
» convenience” of customers. Each 
) dealer will pledge that his rest 
> rooms will be fully equipped and 
) cleaned at all times. 


Profit Gains 42 Per Cent 


Texaco plans are particularly in- 
teresting in view of the improve- 
iment made in its competitive posi- 
"} tion in 1937. The company in- 


y the i creased sales almost 10 per cent to 
, was 7) $370,672,000, and lifted net profit 
-than —) from $38,260,000 to $54,574,000. 
1937, _ Nation-wide promotion of Texaco 
rerage | rest rooms will start with four-color 
spreads in American Magazine, Bet- 
r ago, am ter Homes & Gardens, Collier’s, 
nth in — .Cosmopolitan, Life, Look, The Sat- 
ry the urday Evening Post and Time. First 
insertion will appear early in April. 
syeling | Under the direction of Newelli-Em- 
utomo- mett Company, copy will feature 
. study (the rest rooms while indicating 
ole, the “other services offered by Texaco 
2.7 per dealers. During June, 24-sheet post- 
year’s fers will also be used from coast to 
month coast, with a reproduction of the 
rage. rest room certificates the dominant 
feature. Buchanan & Co. is the 
agency for this portion of the cam- 
paign. For the first time in several 
Osborn, “years, Texaco will also use newspa- 
nted t0 ers extensively in cooperation with 
_ Nocal dealers. On a 50-50 basis, in- 
Lge ‘sertions will start in late summer, 
Jational, to follow up promotion in other 
st Secu: | Media. Copy will be localized, but 
_D., and | Prepared by Texaco. The rest 
rooms again provide the _ chief 
____——= ff theme. 
Others Promote Idea 
Shell-Union Oil Corporation, Sin- 


clair Refining Company and Socony- 
Vacuum Oil Company, as well as 
Texas Company, will continue to op- 
erate crews of “merchandisers” 
Whose main job it is to “sell” local 
dealers on neat station maintenance 


Too will receive examples of 
utstanding direct advertis- 
18 and printed matter pro- 
“uced by MANZ for some of 
the ©ountry’s foremost ad- 
Vertisers - Not just ordinary 
Printing - but resultful sales 
Promotional material de- 
igned pa answer merchan- 
{ Sing 
& problems exposed thru 

nce et investigation. 

WANE CORPORATION 


Nye Ravenswood Ave. + Chicago 
A MANZ SIZE JOB 


and efficient service. Backing up this 
educational effort on dealers will be 
promotion in national media aimed 
at popularizing the local service man. 
Shell Oil will probably repeat its 
outdoor campaign of last year with 
copy emphasizing “clean rest rooms 
at your Shell station.” 


To Use Testimonials 


Sinclair Oil will promote warm 
weather oils in its late spring and 
summer campaigns, with  libéral 
space devoted to testimonial copy 
declaring, “I like the way Sinclair 
dealers treat me.” Socony-Vacuum 
will use local newspapers in locali- 
ties where “dealers live up to the 
requirements” established for clean 
rest rooms. 


Mennen to Augment 
Drive with Newspapers 


Returning to newspaper promotion 
after an absence of three years, 
Mennen Company, Newark, will aug- 
ment its magazine campaign with 
70-line cartoon insertions in 22 news- 
papers. 

The magazine list includes Ameri- 
can Magazine, Collier’s, Esquire, 
Newsweek, The Saturday Evening 
Post and Time. H. M. Kiesewetter 
Advertising Agency is in charge. 


Joins Chilton 


James Schermerhorn, Jr. has 
joined the Detroit office of Chilton 
Company as space salesman for Mo- 
tor World Wholesale, and will also 
handle special work for Chilton’s di- 
rect mail division. 


New Companion. 
to Benedictine 
Is Introduced 


New York, March 30.—Having 
rapidly expanded distribution of its 
new Benedictine B & B, introduced 
to American consumers last month, 
Julius Wile Sons & Co., Inc., ex- 
clusive distributor, today revealed 
plans for a nation-wide campaign de- 
signed to introduce the country to 
“the dry liqueur.” 

The new Benedictine B & B is not 
intended to take the place of the 
regular product but is a new blend 
of Benedictine and Cognac Brandy. 


It will retail for the same price as 
the regular liqueur. The decision of 
the Benedictine Society, Fecamp, 
France, to present an additional 
liqueur marks the first departure 
from the original secret formula in 
428 years. 

The advertising campaign will con- 
sist of full page introductory an- 
nouncements in Esquire, Ken and 
The New Yorker. During the sum- 
mer 100-line insertions will appear 
in the New York Times. Western 
newspapers will be added to the list 
as distribution is widened. Compton 
Advertising, Inc., is the agency. 


Joins Stensgaard 
Ray Johnson has joined the de- 
signing staff of W. L. Stensgaard & 
Associates, New York. 


This map illustrates the location of drug 
outlets in Southern California—1 dot used 
to designate towns having 5 outlets— 
additional dots designate multiples of 5. 


Write today for a survey of the South- 
ern California Drug Market showing 
population and retail drug sales by coun- 
ties and by cities of 10,000 population 


and over, 


me 


Southern California’s 


“PROFIT ZONE” 
A $42.433.000 DRUG 


RIVERSIDE 


MARKET 


Southern California’s annual drug purchases total $55,151,000. (1935 Census of 
Business)—Los Angeles County alone accounts for $42,433,000 or 77% of the retail 


drug sales of the entire 11 Southern California counties. This is the “profit zone.” 


The other 23% of the market’s drug business is spread over a thinly populated but 


tremendous area of 62,429 square miles. 


Cultivate this compact, rich and responsive market by majoring in the medium 


that gives you more coverage, by many thousands, in the “profit zone” than any 


other Los Angeles daily newspaper. 


In Los Angeles, it’s 
The No. 1 Daily Choice of Advertisers and Readers 


s 


LOS ANGELES EVENING 


HERALD-£xpress 


NATIONAL REPRESENTATIVES: PAUL BLOCK AND ASSOCIATES 
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MISSPELLING IN 
DICTIONARY AD 
SHOCKS CRITICS 


Boston, March 31.—‘Besides the 
two misspelled words what do you 
find wrong with the Webster’s In- 
ternational Dictionary half-page?”’ 

This is one of the questions pro- 
pounded by Charles E. Bellatty, Col- 
lege of Business Administration, 
Boston University, in his April issue 
of “Criticism, Suggestions and Ad- 
vice.” The,eight-page paper, which 
circulates to teachers and students 
in other institutions as well as the 
local one, devotes its entire issue to 
an analysis of and questions about 
the copy in Saturday Evening Post 
of April 2. Prizes are given for the 
best answers. 

“Doesn’t it seem incongruous,” 
asked Mr. Bellatty, “that the adver- 
tisement on Page 71, with the slogan, 
‘Best in New Cars!’ should display 
in two colors a new model with a 
1935 license plate on it? And isn’t 
there something wrong with that 
gasoline pump?” 


Tip for Sinclair 


Mr. Bellatty and his assistant, his 
better half, do not devote all of their 
space to criticism, however, but oc- 
casionally indulge in reminiscence 
with a point to it, such as the fol- 
lowing: 

“And speaking of names: That 20- 
ton 60-foot dinosaur on Page 60 is, 
as the Sinclair advertisement says, 
‘Brontosaurus.’ To thousands of 
old-timers, however, her name will 


In Atlanta 
THEY LISTEN TO 


always be ‘Gertie.’ And, children, she 
is the original ‘Snow White’! Away 


back in 1910, Cartoonist Winsor 
McKay wagered something or other 
with Cartoonist George McManus 


that the McKay hand could turn out 
enough drawings to enable motion 
picture machinery to bring a sem- 
blance of life to this prehistoric ani- 
mal from Wyoming. Mr. McKay did 
the trick with 10,000 separate draw- 
ings and ‘Gertie’ became a comic star 


in the vaudeville theater. Who 
among our readers remembers ‘Ger- 
tie’ and her fellow creatures, the 
mischievous mastodon and the fly- 
ing lizard? Why doesn’t Sinclair 


Refining Company bring them back 
to the screen?” 

Mr. Bellatty pays tribute to adver- 
tising of Campbell Soup Company, 
speaking admiringly of the atmos- 
phere injected into illustration and 


copy. 

“All’s well with the Campbell 
page,” said he. “The headline is 
cheerful and provocative; the aster- 


isks stimulate us to read the text; 
the top headline and the side heads 
tie in with ‘12 o’clock and all’s 
well!’; the text fits the picture; the 
spots of red make for continuity. 

“Ags those spots lead you into the 
sales talk don’t overlook such ex- 
pressions as ‘excitingly well,’ ‘rud- 
dy platefuls,’ ‘youngsters to the table 
on the double quick,’ ‘extra luscious- 
ness’ and ‘there’s magic in the 
flavor.’ ”’ 


Gets Banana Account 


The Banana Import Division of 
H. B. Fiske & Co., United States dis- 
tributor of Cuban Fruit Company, 
has appointed Larchar-Horton Com- 
pany, Providence, to direct advertis- 
ing of Roban bananas. New England 
newspapers will be used. 


FTC Office Permanent 


The temporary office of the Federal 
| Trade Commission in New Orleans 
has been made permanent, effective 
April 1. 


Cole 


” 
“Horseman” to 
American Horseman, Lexington, 
Ky., has appointed F. E. M. Cole & 
Co., Chicago, as Midwest representa- 
tive. 


to get perfect printing—that 


imparted by hand 


BENCH FINISHED by hand, 


advertising electros are being 


ADVERTISING ELECTROS 
ARE BENCH FINISHED! 


There is only one best way to finish an electrotype in order 
‘s by hand on the bench. 


Modern machinery can accomplish many wonders, but no 
finishing has yet been found to equal skillful hand crafts- 
manship—and that’s what you get at RAPID. There's a place 
for mechanical finishing — and RAPID uses it — but in 
addition we give you reproduction quality that can only be 


Yet RAPID advertising electrotypes, all of which are 


cost you no more (usually less) 


than plates without this final touch of perfection. 


In today’s terrific advertising competition you need every- 
thing in your favor. Ask your production people if your 


bench finished. 


“ELECTROTYPE CO.. 


be re 


c if}. 


Hoftschneider Brothers . . 
Philadelphia Mat & Plate Co., 


Rhodes 


N N A T Ff 


Branch Plants or Offices at 


Atlantic Electrotype & Stereotype Co., 228 E. 45th St., New York 
Northern Electrotype Company . 


47 “Burroughs Avenue, Detroit 
500 Howard St., San Francisco 
243 No. Juniper St, Philadelphia 


400 North Michigan Ave. (Wrigley[Bldg. ) 


Haverty Bldg., 134 Peachtree Street 


WORLD’S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal 


John G. Paton, head of the New York company of that name, is one 
merchandising man who doesn’t believe in hand-to-mouth planning. He 
demonstrated that very aptly last week when word got out about his 


99-year contract for 


CHIRURG AND FRIEND—Jim Chirurg, president of 
the Boston advertising agency of that name, enjoys the 
Photo by Jimmy 


Bermuda sunshine with a little pal. 
McDonald, of Time. 


participation in the Al- 
fred G. McCann Food 
Hour over WOR, which 
means that in 2030 your 
great grandchildren and 
ours will still be buy- 
ing Golden Blossom 
Honey... 


From Jefferson Hos- 
pital, Philadelphia, 
comes word that Har- 
old D. Menken, agency 
head, is progressing 
rapidly on the road to 
recovery. He’s been 
confined for several 
weeks. .. Wedding bells 
will ring out soon for 
Gordon Gray, publisher, 
Journal and Twin City 
Sentinel, Winston- 
Salem, N. C. Miss Jane 
Boyden Craige is the 
lucky gal. The prospec- 
tive groom _ practiced 
law awhile in New York 
before settling down to 
copy deadlines and 
space headaches... 


Exactly a half cen- 
tury ago a bright young 
lad got a job with 
Hicks Advertising 
Agency, New York. 


lad, Fred G. Russel, 


He’s general manager and space buyer now. 


This week the same 


celebrated his golden anniversary with the firm. 


Incidentally, the agency 


itself is marking its seventieth birthday... 


The cares of parenthood weighed heavily last week on two occu- 


pants of Tribune Tower, 


Chicago. 


Patricia Flanagan, 12-year-old 


daughter of John Flanagan, St. Louis Post-Dispatch, had her appendix 
removed, but a few hours later was gaily chatting with her family. At 
about the same hour, Joe Lenihan, New York News, was greeting his 


first child, a bouncing girl. . 
Col. 


Robert R. McCormick, publisher, Chicago Tribune, will be the 


guest of a group of New York admen—ex-Tribuners all—who call them- 
selves the W.G.N. Advertising Alumni Association. The occasion will 


be ANPA convention week. . 
by Lee Bristol, 


. A volunteer committee of admen, headed 
v.p. in charge of advertising, Bristol-Myers Company, 


will help to plan the Greater New York Fund drive, which is seeking 
$10,000,000 to supplement the finances of private welfare and health 


agencies. . . 


Over in Madison, N. J., the 
engagement was announced this 
week of Donald Vorhees Butten- 
heim, son of the publisher of 
American City, and Kathleen 
Howard Coursen. Young Butten- 
heim is a member of the maga- 
zine’s staff. . . Balloons, confetti, 
peanuts and all the other neeessi- 
ties of the “big top” circus atmos- 
phere made the joint meeting of 
Philadelphia Advertising Women 
and the Poor Richard Club a gala 
party. Charles O. Bridwell, W. H. 
Grant and Leonard London, vice- 
presidents and art director, re- 
spectively, Outdoor Advertising, 
Inc., told the lads and lassies 
some of the secrets of the 24- 
sheet poster. Adolph _ Treidler, 
poster artist, and Charles Bird, 
v.p. of Philadelphia’s O.A.I., spoke 
t00. .. 


When members of the Rem- 
ington-Nand organization mention 


CHAT AT SPA—Ray Haun, Detroit rep- 
resentative of This Week, enjoys a con- 
versation with S. A. Kemp, president of 
Hot Springs Chamber of Commerce, 
during a visit to the Arkansas resort. 
Mr. Kemp is displaying a license plate 
advertisement for Hot Springs. 


“Zellers,” they always specify “A” or “B’, referring, of course, to either 
John A. Zellers, v.p. of the company, or his son, John B., sales manager 


of the duplicator supplies division. . 
slated for another term as N. Y. 
nominating committee’s recommendation. 


May 10... 


Ad Club prexy. 


. Looks as if Lowell Thomas is 
At least, that’s the 
Election will take place 


Clarke R. Brown, director of research for H. W. Kastor & Sons 
Advertising Company, Chicago, swapped bachelor life for Rosita Tita 
March 27 at a pretty Oak Park ceremony... 


Sidney H. Weiler, Philadelphia agency head, is sailing soon on the 
Rex for a two months’ trip to Europe with Mrs. Weiler. They will 


visit Italy, France and England. . 


Maxon, Inc., 


. H. G. Selby, director of media for 
left Detroit to see for himself what conditions are like on 


the Pacific Coast and in the Northwest. He’ll be gone three weeks... 


Walker Saussy, of the New Orleans agency of that name, has finally 
solved a personal transportation problem by investing in a station 
wagon to provide added efficiency in transferring his seven youngsters 


from place to place. . 


. Howard Greenlee, g. m. of the Sun-Commercial, 
Vincennes, Ind., has been made exalted ruler of the Elks Lodge. . 


. And 


Ray E. Fitch, Racine Poster Advertising Company and president of the 
Outdoor Advertising Association of Wisconsin, has been elected presi- 
dent of the newly organized Racine Shrine Club. . . 


Charles J. Downey, sales department of New England Coke Com- 
pany, is new president of the public speaking class of the Advertising 
Club of Boston, and Marguerite S. Wettlin, advertising department of 
United Drug Company, is the new v. p... 


Drys Close In, * 
Liguor Sales 
Soar in Ohio 


Cleveland, March 31.—Necessity for 
constant revision of marketing tac. 
tics is emphasized by the “Third 
Analysis of Liquor Sales in Ohio,” 
just released by the Cleveland Press, 
Though Ohio liquor sales have in- 
creased consistently since repeal, the 
1937 figure being more than $55,000,- 
000, the survey points out that 800 
of the state’s townships now forbid 
the sale of liquor by the glass and 
205 are bone dry. 

The report includes an analysis of 
per-family sales which throws addi- 
tional light on this point. Ohio 
counties in which elections showed 
the wet vote to be 75 per cent or 
more produced 1937 sales of $42.73 
per family. Counties in which the 
wet vote was from 45 to 55 per cent 
showed a reduction to $16.13 in per. 
family sales. 

“A steadily decreasing sales area 
with a constantly increasing sales 
voluime may at first glance appear to 
be an anomaly,” commented the re- 
port, “but it is obviously one which 
lends itself to successful sales culti- 
vation.” 

Though 94 distillers operated in 
Ohio in 1937, 35 of them accounted 
for 97.5 per cent of total sales, 
Among all whiskies, Cream of Ken- 
tucky maintained its leadership, 
though accounting for a smaller per- 
centage of total volume than in 1936, 
Royal Bourbon, a newcomer to the 
market, jumped into second place 
with 6 per cent of total whisky sales 
to its credit. 

Although a price of $7.50 has been 
set upon the new survey for general 
distribution, the Press, as in the past, 
offers it without charge to distillers 
and advertising and sales executives 
having an interest in liquor merchan- 
dising. 


Hurray for the Red, 
White and Blue... | 


. and all the other colors, hues 
and shades so beautifully repro- 
duced by our Color-Glos display 


prints, enlargements, and murals. 
You'll give a loud hurray too, 
when you see how these attractive 
photographs catch the eye of the 
passerby and turn him into a 
buyer. For expert advice, inex- 
pensive and swift reproductions, 


write or phone: 


CRAFTSMEN PHOTO COMPANY, Inc. 
245 W. 55TH STREET, NEW YORK 
Circle 7-1920 


Oe te ie eine 


WLTH SELLS 


COWARD SHOES 


to JEWISH AMERICANS 


1. Reaching 250,000 fam- 
ilies that MAKE the Jewish 
market. 


2. The Coward Shoe sales 
message in Jewish, the lan- 
guage they love and un 
derstand. 


Ask for Jewish Market Information 


-WLTH- 


NEW YORE 
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Drip) _| 
DrWests 
has Waterproofed Bristle 


Weco Products Company, McKesson & Robbins, and American Safety Razor Corporation have joined hands in development of 


MANUFACTURERS COOPERATE IN WINDOW DISPLAY 


a new type of window display. 


Make Dailies 
of Two States 
Easier to Use 


(Continued from Page 1) 
entation and identical information. 
4. Agreement to conduct consumer 
surveys on a uniform basis whenever 
requested by association offices. 
5. A one-billing, one-checking and 
one-payment service. 


Survey Turns Tide 


The plan, long considered, was 
adopted as the result of a survey 
made among agencies by Paul S. 
Gorham, manager, Illinois Markets 
Division, Daily Newspaper League of 
Illinois, Springfield, and Gene S. 
McGuire, of Iowa Markets, Des 
Moines, which revealed clearly that 
a multiplicity of varying methods in 
the newspaper field discourages use 
of this medium by many agencies. 

Contracts signed thus far are be- 
tween the individual newspapers and 
the two associations. It is possible, 
however, that this arrangement will 
be altered so that the agreement will 
exist between the papers and their 
own state association, rather than in 
combination. The Advertising Check- 
ing Bureau, Chicago, has been pro- 
posed as the organization to act as 
a clearing house in simplifying me- 
chanics of the new deal. 

The existing relations between in- 
dividual publications and their na- 
tional representatives will not be 
disturbed. Another meeting will be 
held in Chicago April 7 at which 
details will be further clarified. 

Agreement No. 1 in the contract 
provides for a uniform merchandis- 
ing service. It is a definite commit- 
ment by each paper as to the extent 
and kind of merchandising service it 
will perform for national advertisers 
under specified conditions—no more 
and no less. The amount of such 
Service to be extended has a definite 
relation to the advertiser’s use of 
advertising space. 

Agreement No. 2 provides for a 
\niform rate card and a frequency 
discount contract. After much dis- 


Atvcnits- 
WRINKLING 
CURLING 
SHRINKING 


FOR FREE SAMPLE, WRITE 


UNION RUBBER & ASBESTOS CO. 


cussion, the men behind the new 
movement abandoned the size recom- 
mended by the American Association 
of Advertising Agencies, adopting, 
instead, a letter-head size in the form 
of a folder, which would contain ABC 
reports of papers which are members 
of that organization. 

The frequency discount contract 
gives national advertisers many of 
the advantages long enjoyed by local 
advertisers. The minimum discount 
provides for at least weekly inser- 
tions for 13 weeks. A larger discount 
will be given for 26 weeks and the 
maximum for 52 weeks. This dis- 
count principle has long been used 
in the radio field. 

Agreement No. 3 provides for uni- 
form market information by all news- 
papers, both presentation and data 
being on a standardized basis. Cold 
facts and figures will be presented, 
with interpretation being left in the 
hands of the agency and advertiser. 
The information will cover brokers, 
wholesalers and distributors, wagon 
jobbers, and the number of food, 
drug, meat, gasoline and appliance 
outlets and department stores. 

Agreement No. 4 provides for mak- 
ing of consumer surveys in a uniform 
manner by participating newspapers. 
A sample survey made by Illinois 
Markets covering consumption of 
coffee in Illinois will probably be 
used as a guide. Newspapers in 32 
cities participated in this survey, 
25,980 questionnaires being obtained 
by use of newspaper carrier boys, 
who left them at every fifth home. 
No questions were asked at the door, 
the answers being filled out by the 
housewife in the privacy of her own 
home and at her leisure. Questions 
were simple and phrasing was deter- 
mined by careful testing. 


Gets Arizona Network 

The Arizona Network has_ap- 
pointed International Radio Sales as 
national representative. The latter, 
a Hearst organization, recently an- 
nounced that it will no longer confine 
operations to Hearst stations. 


Joins “Look” 


Lester F. Suhler has been ap- 
pointed subscription manager of 
Look, Des Moines. Mr. Suhler was 


formerly with Child Life, Chicago. 


LAYOUTS+-DUMMIES + MASKING 
PHOTO MOUNTING « every paper- 
joining need. 

TRY BEST-TEST FOR CLEAN, 


SPEEDY RESULTS 
AT ALL DEALERS 


TRENTON, N. J 


-|group, figures being based on the 


“Caketeria’”’ Display 
Interests Housewives 


Many new users of cake are re- 
ported by Freihofer Baking Com- 
pany, Philadelphia, as result of a 
new type of pastry and installation 
of “Caketerias” in groceries. The 
new cake is smaller size and lighter 
weight than the average, being de- 
signed to appeal to small families. 

The Caketeria is an octagonal floor 
stand of heavy board, lithographed in 
a design suggesting that the patron 
help herself. Richard A. Foley Ad- 
vertising Agency, Philadelphia, de- 
vised the promotion. 


Joins Standard Radio 


Alex Sherwood, well known radio 


SEE consultant, has joined Standard Ra- 
pro- 


Tie a dio, Hollywood transcription 
SEI 7 6| ducer, as Chicago manager. 
THAD aay 
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3 Drug Houses 
Join in Single 
Window Display 


Brooklyn, March 31.—-A new type 
of window display, which the spon- 
sors believe will increase the sell- 
ing capacity of druggists’ windows, 
has been developed by three coop- 
erating manufacturers: American 
Safety Razor Corporation, Brooklyn, 
for Gem Micromatic razors and 
blades; Weco Products Company, 
Chicago, for Dr. West’s. tooth 
brushes, and McKesson & Robbins, 
Bridgeport, Conn., for Calox tooth 
powder. 

Three items are featured in the 
new display, yet the manufacturers 
assert that the effect is as power- 
ful as if the entire window were 
turned over to only one product. 
Thus, they argue, the spectacular 
appearance of the window is re- 
tained, while impetus is given to 
sales of three fast-moving lines. 

Equal space is devoted to each 
product. By use of a uniform back- 
ground and_ standardized display 
material and disposition, an effect 
of harmony is achieved. Each item 
will not only sell itself, according 
to the sponsors, but help sell the 
other two. 

While Weco Products and Mce- 
Kesson & Robbins are to some ex- 
tent competitors, the two compa- 
nies recently joined hands in a spe- 
cial deal which was reported re- 
markably successful. 


Maiden Form on Radio 


Maiden Form Brassiere Company, 
New York, will sponsor spot radio 
programs in addition to its news- 
paper and magazine campaigns. The 
program, “Console and Keyboard,” 
will feature Pauline Alpert, pianist, 
and Louise Wilshire, organist. Ar- 
thur Rosenberg Company, Inc., New 
York, is the agency. 


Offers Display Guide 
Niagara Lithograph Company, New 
York, has completed a window dis- 
play guide for the United States by 
city size groups. It gives the num- 
ber of displays required in each 


1938 


The 1938 Product Edition 
of the Standard Advertis- 
ing Register will be ready 
for distribution early in 
April. Now is the time to 
enter your order for the 
23rd annualissue. The 
“Register” lists some 12,- 
000 national advertisers 
giving essential informa- 
tion, such as, personnel, 


coverage guide devised by the Na- 
tional Window Display Survey. The 
table is being offered free upon re- 
quest. 


Wallace in Art Field 


Lawrence F. Wallace has joined 
the sales staff of Creative Art, Inc., 
and Fawn Art Studios, Cleveland. 
Mr. Wallace was formerly assistant 
advertising manager of White Motor 
Company, Cleveland. 


Rejoins WFIL 
Jerry Moore has rejoined Station 
WFIL, Philadelphia, as promotion di- Pi FE 
rector, after six months’ absence. He A DV R 
is engaged in a survey of listener R ‘ ae 


habits, which he expects to complete 
within a fortnight. 


other supplemental material. 


330 W. 42nd Street, New York ° 


WCCO Opens April 7 


New studios of Station WCCO, 
Minneapolis, will be dedicated April 
7. The nightly Wrigley program on 
Columbia Broadcasting System will 
originate in Minneapolis on that 
night as part of the ceremonies. 


Leaves Korn 


Paul Wilkinson, Jr., has resigned 
as production manager of J. M. Korn 
& Co., Philadelphia agency. He was 
formerly assistant advertising man- 
ager, United Gas Improvement Com- 
pany, Philadelphia. 


Gets Bank Account 


National Bank of Lorain, O., has 
appointed Howard & Gymer, Cleve- 
land, as its agency. Newspapers will 
be used. 


STAN 
TISIN 


Standard Advertising Register 


agency placing account, 
time of year schedules are 
made up, and other data 
of immeasurable value in 
soliciting or directing pro- 
motion to national adver- 
tisers. As a mailing list, 
it is the most complete rec- 
ord of 35,000 corporate 
officials and executives 
available. 


The Agency List 


The Agency List is published 
three times a year, April, August 
and December. It lists about 
1,800 agencies, their officials, 
Space Buyers, Radio Directors. 
Production Managers, Art Di- 
rectors, as well as the list of 
accounts the Agency serves. A 
complete Geographical index- 
ing of the Agencies by State 
and City with street addresses 
and telephone numbers is also 
provided. 


Now is an opportune time to subscribe to the complete service 
which includes the “Register” and correction service to it: the 
Agency Lists and supplements, the Special Bulletin service and 


The larger number of subscribers who have renewed year 
after year is the best evidence that the Standard Advertising 
Register is doing its job with success. 


Write our nearest office 


NATIONAL REGISTER PUBLISHING CO. 


333 N. Michigan Ave., Chicago, lll. 
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ART DIRECTORS 
PICK EFFECTIVE 
ILLUSTRATIONS 


(Continued from Page 1) 


other three club medals 
awarded as follows: 

Best black and white illustration: 
to Melbourne Brindle for an adver- 
tisement designed by Lloyd B. Myers, 
art director, Bowman, Deute, Cum- 
mings, Inc., agency for Hawaii Tour- 
ist Bureau. 

Best photographic illustration: to 
Torkel Korling, for an advertisement 
designed by Charles R. Prilik for 
Union Central Life Insurance Com- 
pany, through J. Walter Thompson 
Company. 


Other Medal Winners 


Best design of complete advertise- 
ment: to Lester Beall; illustrated by 
Leslie Gill for George Bijur, Inc. 

Kerwin H. Fulton medal for best 
24-sheet poster: to Albert Staehle, 
advertisement designed for Standard 
Oil Company of New Jersey, by 
Stanford Briggs and Howard Scott, 
McCann-Erickson, Inc., art directors. 

Barron G. Collier medal for best 
car card: to Otis Shepard, advertise- 
ment for William Wrigley, Jr. Com- 
pany. 

The remaining citations, selected 
from a total of about 300 entries 
were as follows: 

Awards for distinctive merit: Best 
display poster—L. Bamberger & Co.; 
art director, Morris Rosenblum; 
artist, Stanley Crane. Best magazine 
cover—Vogue; designed by M. F. 
Agha; artist, Miguel Covarrubias. 


were 


Best Magazine Illustrations 


For distinctive merit in mass mag- 
azines: Best design of complete ad- 
vertisement — Frankfort Distilleries, 
Inc.; agency, Young & Rubicam, Inc.; 
illustrator, Stevan Dohanos; artist, 
John Zwinak. Color illustration— 
Travelers Insurance Company; 
agency, Young & Rubicam, Inc.; art 
director, Robert Wilson; artist, Ste- 
van Dohanos. Black and white il- 
lustration—Container Corporation of 
America; agency, N. W. Ayer & Son, 
Inc.; art director, Jack J. Smith; 
artist, A. M. Cassandre. Photographic 
illustration—Union Central Life In- 


Melbourne Brindle. Photo- 
illustration—Matson Navi- 
gation Company; agency, Bowman, 
Deute, Cummings, Inc.; designer, 
Lloyd B. Myers; artist,-Anton Bruehl. 


Trade Paper Winners 


artist, 
graphic 


For distinctive merit in trade pub- 
lications: Best design of complete 
advertisement—George Bijur, Inc.; 
illustrator, Leslie Gill; artist, Lester 
Beall. Color illustration—American 
Optical Company; through Barta 
Press; art director, Harry Harding; 
artist, Howard Hardy. Black and 
white illustration—Woman’s Home 
Companion; art director, Walter 
Lloyd; artist, C. Peter Helck. Pho- 
tographic illustration—Adams Stu- 
dios; art director, Robert Geissman; 
artist, Albert Adams. 

For distinctive merit in booklets 
and direct mail: Best design of com- 
plete advertisement—Container Cor- 
poration of America; illustrator, Ed- 


gar Miller; artist, Egbert Jacobsen. 
Color illustration—Nolde & Horst 
Sales Company; art director, Miss 
Grace M. Jones; artist, V. Bobri. 
Photographic illustration — Sterling 
Engraving Company; designer and 
artist, Lester Beall. Special award 
—Country Home; designer and ar- 
tist, Fred Hauck. Special award 
in program booklets—Basil’s Ballets 
Russes; through Nicolas Publishing 
Company; art director, V. A. Hinzern- 
berg; artist, Christian Berard. 


Best Work in Dailies 


For distinctive merit in newspa- 
pers: Best design of complete adver- 
tisement—Steinway & Sons, Inc.; 
agency, N. W. Ayer & Son, Inc.; il- 
lustrator, Alexander Brook; artist, 
Paul Darrow. Color illustration— 
Steinway & Sons, Inc.; agency, N. W. 
Ayer & Son, Inc.; art director, Paul 
Darrow; artist, Alexander Brook. 
Black and _ white  illustration—L. 


Bamberger & Co.; art director, Mor- 
ris Rosenblum; artist, Eric Mul- 
vaney. 

The jury of awards in the various 
classes consisted of the following: 
Mass magazines: Walter D. Teague, 
designer; Joseph B. Platt, art di- 
rector, Marshall Field & Co.; Hey- 
worth Campbell, art director. Class 
magazines: S. R. Latshaw, editor; 
Rico Lebrun, artist; Gene Davis, art 
director. Newspapers: Stuart Pea- 
body, advertising manager, Borden 
Company; Rene Clarke, Calkins & 
Holden, Inc.; John Falter, artist. 
Booklets: Edwin A. Georgi, artist; 
Dr. M. F. Agha, art director, Vogue; 
Stanford Briggs, art director, Mc- 
Cann-Erickson, Inc. Posters, car 
cards: Henry Quinan, art director, 
Crowell Publishing Company. Maga- 
zine covers: Herbert Matter, artist; 
Richard Bach, Metropolitan Museum 
of Art. Trade publications: Lejaren 
Hiller, Underwood & Underwood; 


Harold McNulty, art director, Bat- 
ten, Barton, Durstine & Osborn, Inc.; 
and Everett Henry, artist. 


To Griffith & Rowland 


Union Cutlery Company, Olean, 
N. Y., has placed its advertising with 
Grifith & Rowland Agency, James- 
town, N. Y. Separate campaigns will 
be inaugurated in Boy’s Life and 
Yachting. 


Two to Gussow, Kahn 


Gussow, Kahn & Co., New York, 
has been named to handle advertis- 
ing in class magazines for L. Brogan, 
children’s outfitters, and Emma Ma- 
loof, New York, lingerie. 


Air Mail Week in May 


National Air Mail Week will be ob- 
served May 15-21 to commemorate the 
20th anniversary of regular air mail 
service. 


THIS IS SEE-READ ING T 


VAT 


Coffee, 45 cents 
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Eggs, $2.79; Meat, $9.82; 
- Vegetables, $3.39. 


The tax-eater 
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surance Company; agency, J. Walter | 


Thompson Company; art director, 
Charles R. Prilik; artist, Torkel Kor- 
ling. 

For distinctive merit in class mag- 
azines: Best design of complete ad- 
vertisement—Lincoln Motor Com- 
pany; agency, N. W. Ayer & Son, 
Inc.; illustrator, Leslie Saalburg; 
artist, Walter Reinsel. Color illustra- 
tion—Travelers Insurance Company; 
agency, Young & Rubicam, Inc.; art 
director, Robert Wilson; artist, Ste- 
van Dohanos. Black and white illus- 


tration—Hawaii Tourist Bureau; | 
agency, Bowman, Deute, Cummings, 


Inc.; art director, Lloyd B. Myers; 


MAND VALU 


j 


Whatever you buy can be 
bought cheaper - Clothing, 


Food, Materials, Services— 
cheaper by the dollar meas- 
urement, but expensive by 
the value measurement - 
Printing must not necessarily 
be an expense - MANZ will 
show you how to make it a 
profitable investment - Ask 
us about dollar value in print- 
ing - A letter on your letter- 
head will bring you some un- 
usual examples. 
MANZ CORPORATION 


4043 Ravenswood Ave. + Chicago 
Neadd SIZE JOB IS A MANZ SIZE JOB / 
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This Family Sets a Place for an Unseen Guest. He eats no food but he 
eats into costs of food. He is Mr. Hidden Taxes. .. As an article passes from pro- 
ducer to consumer he gets into the price at each stage of production. A loaf of 
bread, for instance, accumulates 53 taxes before it reaches the table. Farmer, 


miller, wholesaler and grocer pass tax burdens to buyers. 


: | GASOLINE 


WE SELL 
OIL 


| 


car. Taxes take $48.14 of this. 


a 


Automobile Owners Pay Plenty in Taxes. Service stations col- 
lect an average tax of 5.29 cents on a gallon of gas. Taxes hide in 
prices of tires, parts, oil and new cars. The Northwestern National 
Life Insurance Co. figures it costs $225.50 a year to run a low-priced 


The Lady’s Bo 


udoir is heavily taxed. There is a flat 10 per cent 
levy on cosmetics, perfumes and powders. Dentifrices and toilet soaps 
carry a 5 per cent tax. The Providence Journal found that every dol- 
lar spent for cosmetics included between 12 and 13 cents for taxes. 
Every dollar of electric light costs includes 12% cents for taxes. Phone 
bills include 10.26 cents tax per dollar. 


His costs each year are 
mshown in other panels. 


Indirect Taxes Take a Hand in Card Games 
tax collector. The Providence Journal’s three families paid an average of 12.18 cents per doliar 
in taxes. Clothes accounted for 6.41 cents of each dollar... The $2,600-a-year man worked 
34.31 days to meet his hidden tax bill—and the newspaper's estimates are conservative. More 
than half the taxes are hidden in retail prices. 


sits here. 
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Butter, $2.26 a year. 


Fruit, $1.25. fe 
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The Family Pictured is typical of one of 3 families studied by the Providence 


Journal. It lives on $2,600 a year, spends $827.19 for food. The tax collector eats 
$57.87 worth of it. The man of the family works more than a week to meet his food 
taxes. Taxes take a little less than 7 cents of every dollar spent for food. Each dol- 


. 


lar paid for rent includes 20.65 cents for taxes. 
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« Scarcely an activity escapes the invisible 


HIDDEN TAXES 


A Subject of Concern to All Good Citizens 
Tedious to Read in Words... Effortless in 


LOOK’S “SEE-READING” 


Into every wage earner’s pocket plunges the hand of an invisible tax col- 
lector. Research by the Providence (R. I.) Journal and the Northwestem 
National Life Insurance Co. proved he takes 12 cents of every dollar 4 
poor man spends. Others estimate the hidden tax toll as high as 18 cents. 
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Initial Issue 
of ‘Ken’ Out 
with Fanfare 


New York, March 30.—Large-space 
announcements in newspapers in 15 
cities today ushered in the arrival of 
Ken, new fortnightly issued by the 
publisher of Esquire and Coronet. 
Vol. 1, No. 1, contains 140 pages, of 
which 53 are advertising. Products 
using space range from baby pants 
to advertising agencies and from 
talon fasteners to typewriters. 

A feature of the magazine’s make- 
up is a 24-page pictorial section 


| printed in gravure, which is keyed 
> to articles in the issue. Color is used 


5 


liberally. 
In advance of the magazine’s ap- 
pearance on newsstands, the pub- 


lisher issued a house organ, “The In- 
sider—Ken’s World,” which was dis- 
tributed to advertisers in the first 
number. The planning behind the 
magazine was explained; salesmen 
were told “why your firm bought 
space;” and suggestions were offered 
for tying in the publication with 
salesmen’s work. 


Pace Plans Contest 


Pace Institute, New York, has an- 
nounced a photographic competition 
and salon for high school students to 
be held at institute headquarters, 225 
Broadway, June 4. The competition 
is open to students in New York, 
New Jersey and Connecticut. Twelve 
small cash prizes will be awarded. 


Agency Moves 
Fulton, deGarmo & Ellis, New 
York, has leased larger quarters at 
9 Rockefeller Plaza and will move 
about April 15. 


Celotex Loses 
Harold Knapp, 
Sales Manager 


Chicago, March 28.—Funeral serv- 
ices were held Sgturday for Harold 
A. Knapp, vice-president and general 
sales manager, Celotex Corporation, 
who died Thursday in Victory Me- 
morial Hospital, Waukegan, IIl., of 
heart trouble. 

Mr. Knapp, who was 54 years old, 
joined Celotex in 1927 as assistant 
general sales manager, and became 
general sales manager three years la- 
ter. He assumed his new duties just 
as the depression got under way, but 
his aggressive leadership and ability 
to inspire salesmen helped to main- 
tain sales at a satisfactory level dur- 
ing these trying years. He was re- 


SALES GENIUS DIES 


Harold A. Knapp 


warded in 1937 with a _ vice-presi- 
dency. 

Mr. Knapp, whose early business 
career was spent in the lumber in- 
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»« THE NEW EDITORIAL 


TECHNIQUE CREATED BY LOOK 


TO MAKE ALL SUBJECTS 


all that. A new editorial technique has been in- 


vented. It is called SEE-READING. .. a new Pic- 
ture-language that makes possible a new kind of 


magazine... LOOK. 


LOOK takes wordy subjects and transforms 


INTERESTING TO MILLIONS 


Many is the dusty tome that cloaks an important 
subjeet-with impenetrable words: 

The pity is that only scholars and specialists 
have the time and training to ferret out the facts. 
To the millions whom these subjects concern the 
most, they remain unfamiliar hearsay. 

But now, something has happened to change 


them through picture-language into fascinating 
SEE-READING. Today, thanks to LOOK, millions are 
now well informed on such various subjects as 
medicine, facial-makeup, child-care, slum clear- 
ance, war propaganda, religion, eye-beauty and 
taxes, to mention just a few. Each and every one 
presented in interesting picture-article form. 


In SEE-READING no subject is too involved or 


weighty to interest every member of the family. 


And to Advertisers .. . this intensive reading 


means that every member of the family who can 


influence a sale goes through every issue of LOOK 


from cover to cover. Every successful adver- 


about LOOK. 


tiser will tell you that when your advertising 
gets that kind of reading, you'll move mer- 
chandise and plenty of it. More than 100 of 
America’s leading advertisers feel that way 


AMERICA’S FAMILY PICTURE MAGAZINE 


NEW YORK 
S51 Fifth Avenue 
Murray-Hill 2.8730 


333 N. Michigan Avenue 


CHICAGO 


Central 8127 


DETROIT 


General Motors Building 
Madison 6871 


ATLANTA 


Grant Building 
Walnut 8615 


LOS ANGELES 


530 West Sixth Street 
Tucker 9363 


dustry, also made important contri- 
butions to the building field through 
his work as chairman of the Red- 
wood Trade Extension Committee 
and as a member of the Trade Ex- 
tension Council, National Lumber 
Manufacturers Association. 


EX-CONTINENTAL BREAD 


PRESIDENT STRICKEN 
New York, March 29.—Wade D. 
Holland, founder of the wholesale 
baking industry on the gigantic scale 
it has reached in recent years, died 
here tonight after a brief illness. 
Mr. Holland, who was 54 years old, 
established the Holland Baking Com- 
pany in Toledo. Holland was one of 
the largest and most successful units 
in the merger which created Conti- 
nental Baking Company in 1926, and 
its founder was summoned to New 
York to head the big combine. His 
aggressive merchandising ideas were 
credited with much of the continu- 
ing success scored by Continental. 
Mr. Holland retired several years 
ago. 


PROVIDENCE WOMEN 


LOSE THEIR LEADER 

Providence, March 28.—Funeral 
services were held here Saturday for 
Miss Elizabeth L. Williams, president 
of the Women’s Advertising Club of 
Providence. Miss Williams died 
March 23 of shock suffered several 
years ago. 

She was a member of the editorial 
staff of the Providence Evening 
Bulletin, which she joined after sim- 
ilar service with other Providence 
newspapers. 


TEACHER IS TAKEN 

Los Angeles, March 30.—Mrs. Ada 
Collins Holme, professor of merchan- 
dising in the college of commerce and 
business administration, University 
of Southern California, died at her 
home here Monday night. 

Mrs. Holme brought an intensely 
practical outlook to her teaching. 
This was due to her experience as 
director of training for Marshall 
Field & Co., Chicago, in 1910, a post 
which threw on her responsibility for 
the education of retail salesmen. 


Rate Card for Combined 
Network Issued by NBC 


National Broadcasting Company 
has issued a new rate card to adver- 
tising agencies and clients. Two of 
the new stations listed, KTOK in 
Oklahoma City, and KGKO, Fort 
Worth, have not previously been an- 
nounced. 

All NBC facilities are listed on the 
new card. Supplementary groups are 
not designated Red or Blue as all 
groups are available to advertisers 
using either the Blue or Red basic 
networks. New rates are effective 
April 15. 


Jessel Show to Tour 


The Sunday evening George Jessel- 
Norma Talmadge Hollywood cooper- 
ative radio program will shortly be- 
gin a vaudeville tour of cities in 
which the show is sponsored. A 13- 
week renewal contract, effective April 
3, has been signed through Redfield- 
Johnstone, Inc., New York. 


OF 


7IVE LN 
2nd Paper... 
3rd Paper........ 


When a newspaper leads its competi- 
tors in 19 out of 24 retail advertising 
classifications (as does ttle 
Times) there can be only one answer: 


CONSISTENTLY SUPERIOR RESULTS! 
O'MARA & ORMSBEE, Advertising Rep. 


PUBLISHED DAILY AND SUNDAY 


The Seattle Times 


O'MARA & ORMSBEE, Advertising Repr. 
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ADVERTISING AGE 


April 4, 1938 


Retail Linage 
Decline 14.2% 
for Last Week 


Chicago, April 1—Retail display 
advertising for the week ended 
March 26 declined 14.2 per cent from 
the corresponding week of last year, 
according to the ApvertTisinc AGE In- 
dex of Retail Activity. 

Although the total of 20,230,368 
lines shown for the 80 major mar- 
kets included in this Index represents 
a better than average week, it is 
3,333,860 lines under the 23,564,228 
line total for the corresponding 1937 
week, which immediately preceded 
Easter. 

For this year through the date re- 
ported, retail display linage in the 
measured cities totals 224,143,763 
lines against 247,520,238 lines for the 
corresponding period of last year, the 
loss of 23,376,475 lines equaling 9.5 
per cent. Compared with 1936, the 
linage loss so far this year amounts 
to 1.8 per cent. 

Percentage of gain or loss for each 
weekly period of this year over 1937 
is shown in the following table: 


NM ia gg ace ate gk ck Avera keto — 0.8 
ENP rah erg ky ae Mia 16 Shu wae — 2.4 
rr ‘ eos — 3.7 
NN at ded a ote ei did ota Eve ule — 5.1 
EY han ps 'al os pare bie wee — 7.2 
| ES ren ee ee — 7.4 
IFES SEAR eer aan eat Be — 17.7 
Ea oe Oe tare ied AN - 6.8 
Nair asghe aie Bibiw'n we neleete —11.4 
a Ea ee era pee -—14.8 
Me Sg ce anal, gg (gi <i slag —-16.6 
es rey ee —18.3 
TN ee oir a a aa ec cn eran planes —14.2 


Individual linage figures for each 
city measured by this Index are 
shown in the tabulation appearing 
on this page. 


House Organ Bows 


“Frisco First” is the title of a new 
house organ issued by the Frisco 
Railway, St. Louis, Mo. 


THIS 


STARTED 


Visls 


It came to Rapid as an or- 
dinary type proof... and 
back it went with third di- 
mension, block effect added 
ready for reproduction. It's 


a new Rapid innovation that 
has all ad men and artists in- 
terested. It's all mechanical 
. . . 80 it's economical and 


speedy, too. Investigatel 


RAPID MAKES 
BLOCK LETTERING 
FROM ANY TYPE 
with PHOTOSTATS 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 4iS Lexing- 
ton, 444 Madison, VAnderblit 3-3680. 
CLEVELAND, Ninth — Chester Bidg., 
MAin 9335 © CHICAGO, 110 So. Dear- 
bern, 228 No. La Salle, 360 No. Michigan 
Ave., 173 W. Madison St., STAte 5977. 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % Gain 
13-Week 13-Week 13-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 

City Mar. 28, 1936 Mar. 27,1937 Mar. 26, 1938 1936 1937 Mar. 27,1937 Mar. 26, 1938 Loss 
OS an Se a a boa 6b oo 3,359,958 3,920,192 3,004,777 —10.6 —23.4 364,000 241,528 —33.7 
i i. vee eale ane 1,511,965 1,693,902 1,608,054 +6.4 —5.1 190,071 133,693 —29.7 
pO SE ee 3,477,222 3,630,666 3,577,252 + 2.9 —1.5 357,224 290,080 —18.8 
pO ee ae 4,837,431 5,377,199 5,069,418 +4.8 —5.7 506,724 513,840 +1.4 
Birmingham, Ala. ..... 2,521,806 3,012,030 2,983,792 +18.3 —0.9 251,860 259,896 +3.2 
oe eee 4,489,117 4,929,320 4,392,653 —2.2 —10.9 445,690 389,703 —12.6 
Bridgeport, Conn. ..... 2,048,852 2,158,744 2,067,548 +0.9 —4.3 201,096 161,504 —19.7 
SS 3. Aare 3,386,720 4,023,236 3,769,206 +11.3 —6.3 405,860 385,224 —5i.1 
COREE, Bis Pec ccereves 897,120 961,281 866,535 —3.4 —9.9 76,675 69,086 —9.9 
Cedar Rapids, Ia....... 1,075,830 1,184,512 1,077,566 +0.2 —9.0 106,708 105,392 —1.2 
Chattanooga, Tenn..... 1,556,327 1,525,829 1,413,620 —9.2 —7.4 163,180 114,254 —30.0 
Cee. BO ck aeeecees 6,760,624 7,912,045 7,357,807 + 8.8 —7.0 756,949 684,612 —9.6 
Sipstenets, ©. ...c0e00s 3,793,332 4,080,167 3,632,728 —4,2 —10.9 384,707 355,975 —7.5 
Crovemene. ©, .ccsvvces 4,428,115 4,942,936 4,491,399 +1.4 —9.1 433,439 380,402 —12.2 
ee Oe oes £6 eeeas Sees -e eweiereadss arg cee 332,508 282,244 —15.1 
J “. 7s 4,992,611 5,108,165 5,025,748 +0.7 —1.6 470,658 450,699 —4.3 
eS errr 3,091,060 3,579,898 3,138,308 +1.5 -—12.3 337,498 272,296 —19.3 
NE a er 2,357,233 2,429,245 2,233,881 —5.2 —8s.1 236,055 195,524 —17.2 
Des Moines, Ia......... 1,463,970 1,533,623 1,534,662 +4.8 +0.1 140,761 132,643 —5.8 
Detroit, Mich, .....-e%. 4,828,452 5,177,795 4,268,442 —11.6 —17.6 492,066 400,970 —18.5 
ee en Pe cevcngued LSekeaess  @i40%ho0% <S6Unem wad err ome 229,376 218,540 —4.7 
SS. eee 1,564,220 1,980,782 2,052,746 + 31.2 +3.6 211,988 173,012 —18.4 
Evansville, Ind. ....... 3,018,932 2,679,741 2,883,436 —4.5 +7.6 281,218 272,482 —3.1 
Fall River, Mass....... 769,372 838,136 740,102 —3.8 —11.7 70,399 70,462 +0.1 
(, a Sere 2,077,166 2,020,144 1,826,916 —12.1 —9.6 208,264 173,656 —16.6 
Fort Wayne, Ind....... 2,491,300 2,713,081 2,417,884 —2.9 —10.9 253,176 221,340 —12.6 
ee. TO sieve keneses 1,276,963 1,669,089 1,265,442 —0.9 —24,2 179,015 121,076 —32.4 
Grand Rapids, Mich.... 2,034,326 2,526,244 2,063,954 +1.5 —18.3 237,034 183,582 —22.6 
Greenville, S. C........ 1,280,014 1,576,699 1,452,104 +13.4 —7.9 156,814 127,878 —18.5 
Houston, Tex. ........ 3,121,048 3,715,824 3,700,024 +18.6 —0.4 347,676 274,764 —20.9 
Indianapolis, Ind....... 3,843,277 4,247,103 3,721,366 —3.2 —12.4 461,874 318,150 —31.1 
Jacksonville, Fla. ..... 1,974,336 2,305,856 2,186,809 +10.8 —5.2 191,604 201,208 + 5.0 
Jersey City, N. J....... 561,535 540,891 459,405 —18.2 —15.1 54,188 37,558 ——30.7 
Kansas City, Kans..... 494,473 625,499 651,504 + 31.8 + 4.2 57,547 48,475 —15.8 
MMORVIIIO, TORR. 22020. 2,168,796 2,306,990 2,422,588 +11.7 +5.0 221,970 195,160 —12.1 
Little Rock, Ark....... 2,154,754 2,225,342 2,120,678 —1.6 —4.7 201,376 163,296 —18.9 
Eee. Dummies COl...6ic< saa veves 6,050,392 5,440,125 —10.1 504,011 450,362 —10.7 
ee Eh er oe 3,342,701 3,317,987 cae —0.7 364,624 317,707 —12.9 
rr 2,286,284 2,278,080 1,870,372 —18.2 —17.9 234,500 163,198 —30.4 
Manchester, N. H...... 759,449 788,130 821,816 +8.2 +4.3 91,050 68,560 —24.7 
Memphis, Tenn. ....... 2,540,332 2,677,082 2,604,364 +2.5 —2.7 278,530 230,258 —17.3 
Milwaukee, Wis. ...... 3,036,437 4,240,237 3,634,959 +19.7 —14.3 393,018 357,766 —8.9 
Minneapolis, Minn...... 3,526,275 3,680,330 3,158,364 —10.4 —14.2 319,259 265,076 —16.9 
New Bedford, Mass..... 777,028 817,992 759,486 —2.3 —7.3 78,610 59,738 —24.0 
New Haven, Conn...... 2,192,498 2,248,700 2,132,326 —2.8 —5.2 217,202 186,760 —14.0 
New Orleans, La....... 4,635,338 4,775,041 4,363,376 —5.9 —8.6 368,804 354,398 —3.9 
OW EOPM, Bi. Becccucs 15,008,053 16,187,594 14,496,038 —3.4 —10.5 1,426,387 1,336,712 —6.3 
Seroonign, MN, Y....005. 1,586,303 1,715,554 1,214,195 —23.5 —29.3 158,344 101,094 —36.2 
py eh a er 2,153,580 2,182,446 2,130,842 —1.1 —2.4 201,796 187,376 —7.2 
ao. a «| ee 1,781,292 1,759,747 1,691,176 —5.1 —3.3 162,418 148,826 —8.4 
Oklahoma City, Okla... 2,600,292 2,761,178 2,820,314 +8.5 +2.1 258,062 232,540 —9.9 
ay ee re 2,509,259 2,722,248 2,377,510 —5.3 —12.7 260,208 219,604 —15.6 
Philadelphia, Pa. ...... 6,896,816 7,455,800 6,457,863 —6.4 —13.4 662,633 557,038 —15.9 
PROGMIN, APU «1.000005 1,844,682 1,785,966 1,905,190 +3.3 +6.7 140,770 152,782 +8.5 
Pittsburgh, Pa. ....... 4,831,558 6,124,258 5,031,978 +4.1 —17.8 524,062 393,260 —24.9 
Portland, Ore. ........ 2,701,314 2,896,254 2,625,300 —2.8 —94 288,890 256,158 —11.3 
Providence, R. I.....0- 3,291,360 3,179,173 2,751,054 —16.4 —13.5 285,283 279,887 —1.9 
ee YS ere 2,100,440 2,493,162 2,291,747 +9.1 8.1 261,352 220,038 —15.8 
Richmond, VA. ...0.0.5 2,879,226 3,010,686 2,815,316 —2.2 —6.5 282,324 252,574 —10.5 
§Rochester, N. Y....... 4,065,890 4,439,769 3,363,521 —17.3 —24.3 397,238 288,358 —27.4 
Rock Island-Moline.... 1,977,178 2,139,886 2,169,916 +9.7 +1.4 193,802 167,076 —13.8 
Sacramento, Cal. ...... 2,072,307 2,038,834 1,806,274 —12.8 —11.4 190,358 155,428 —18.4 
San Antonio, Tex....... 1,528,835 1,658,454 1,463,833 —4.3 —11.7 156,107 136,587 —12.5 
Bae Teese. Celis. cae 3,00c,126 3,481,236 2,923,428 —12.3 —16.0 305,648 252,546 —17.4 
San Francisco, Cal..... 3,647,765 3,837,566 3,649,309 Suctite —4.9 $21,716 302,825 —5.9 
Seattle, Wash. ........ 2,374,074 2,520,680 2,146,100 —o.6  —14.9 220,612 169,958  —22.9 
South Bend, Ind........ 1,878,403 2,326,229 1,705,727 —9.2 —26.7 223,486 166,384 —25.6 
Spokane, Wash. ....... ,745,819 1,826,342 1,770,006 +1.4 —3.1 165,998 169,736 +2.3 
St. Louls, Mo....... ... 4,204,005 4,663,105 4,355,100 +3.6 —6.6 407,590 434,025 +6.5 
St, Paul, BOR.....5-.. 3,069,797 2,962,020 2,921,974 —4.8 —1.4 259,943 266,078 +2.4 
Sa. 2. 2 ae 2,552,192 2,721,312 2,357,315 —7.6 —13.4 278,852 214,347 —23.1 
*Tacoma, Wash. ...... 1,397,484 1,593,618 1,389,542 —0.6 —12.8 150,458 111,412 —25.9 
vy |! i ) | Se 1,492,108 1,527,334 1,544,158 + 3.5 +1.1 142,356 131,824 —7.4 
ee, GR. hint. W6tbe 6 ris 3,062,396 3,268,135 2,902,345 —5.2 —11.2 283,890 230,318 —18.9 
Toronto, Ont., Can..... 5,044,639 4,991,623 4,177,106 —17.2 —16.3 413,871 368,505 —10.9 
J 3 Cerrar 840,224 997,738 834,988 —0.6 —16.3 96,992 85,848 —11.5 
Eee, TORI a icericcss 2,260,006 2,288,880 2,178,324 —3.6 —4.8 214,270 172,298 —19.6 
Washington, D. C...... 8,252,787 8,850,737 7,876,776 —4.4 —11.0 762,549 619,612 —18.8 
Worcester, Mass. ...... 2,599,781 2,701,340 2,613,690 +0.5 —3.3 296,114 229,397 —22.5 
TOURMBCIOWRN, ©... 06.56%. 2,091,026 2,160,444 1,804,279 —13.7 —16.5 202,993 145,890 —28.1 
~ | ECC oe ete 219,234,915 247,520,238 224,143,763 —1.8 —9.5 23.564.228 20,230,268 —14.2 


*Daily Ledger discontinued June 


+New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 19387. 
§Journal and Sunday American discontinued June §&, 


1937. 


23, 1937. 


Start Egg Campaign 
The Virginia consumer education 
committee, recently organized by the 
Virginia Poultry Federation and 
representing about 165 poultry pro- 
ducers in the state, has started a 
campaign to increase egg consump- 
tion. Radio and dealer promotion 
helps are scheduled. C. M. Keane, 
Kilmarnock, Va., is chairman of the 
committee in charge of the drive, 
which will be a part of the national 
campaign, reported March 14 in 
ADVERTISING AGE, under auspices of 
the Independent Food Distributors 
Council. 


“Click” Issues Rates 


Click, Philadelphia, has issued its 
first rate card. Rates, effective 
through October, 1938, are based on 
a circulation guarantee of 1,000,000. 


Stress Ripe Coffee 


Martin L. Hall Company, Boston, 
has adopted a new slogan and is now 
advertising Victor as “The Ripe Cof- 
fee.” Newspapers and radio are 
scheduled for this brand, sold under 


pany, Boston, is in charge. 


New Pineapple Copy 


Pineapple Producers’ Cooperative 
Association, San Francisco, has 
launched a campaign in magazines 
for Hawaiian pineapple. The sched- 
ule includes American Home, The 
American Weekly, Good Housekeep- 
ing, Household Magazine, Ladies’ 
Home Journal, McCall’s Magazine, 
This Week, True Story and Woman's 
Home Companion. Posters will also 


be used. Botsford, Constantine & 
Gardner, San Francisco, is the 
agency. 


For Old Export 


Cumberland Brewing Company, 
Cumberland, Md., will shortly launch 
a newspaper, radio, outdoor and 
point-of-sale campaign for Old Ex- 
port beer in 17 markets of Maryland, 
West Virginia and Pennsylvania. 
Cahn, Miller & Nyburg, Inc., Balti- 
;more, is the agency and Robert S. 
Nyburg, account executive. 


Organize Crown Agency 
Crown Headquarters, Inc., has 


been organized in Buffalo as a gen- 
eral advertising agency. Incorpora- 


fair trade contracts. Greenleaf Com-|tors are George S. Johnson, Edwin 


|G. Blake, and B. N. Katzen. 


Miss Hickman Advanced 

Miss Mildred Hickman, formerly a 
member of the home economics de- 
partment, Edison General Electric 
Appliance Company, Chicago, has 
been appointed to take charge of ex- 
perimental and promotional work on 
Hotpoint refrigerators and kitchen 
planning. 


Lee Opens Hat School 


Frank H. Lee Company, New York, 
maker of Lee Water-Bloc hats, has 
announced inauguration of a _ hat 
school open to any salesman in the 
Metropolitan area. Classes are to be 
held at the company’s showrooms at 
358 Fifth avenue. 


Graham-Paige Re-opens 

Graham-Paige Motors Corporation 
will shortly re-open its Detroit plant, 
which has been shut down for 30 
days. Refinancing is expected to pave 
the way for increased promotion. 


SPRING’S HERE: 
RINGLING WILL 
SPEND $250,000 


New York, March 31.—Ringling 
Brothers and Barnum and Bailey 
Combined Shows will spend more 


than $250,000 to promote “one of 
the greatest names on _ earth” 
in newspaper copy and an aéd-. 
ditional sum to plaster’ several 


million one-sheet posters over the 
neighborhoods of the 150 or more 
stands contemplated for the season, 
Roland Butler, general press agent, 
said today. 

Opening April 8 at Madison 
Square Garden, where it will reside 
for the rest of the month, the cir. 
cus will spend one more week in. 
doors, in Boston, and then return 
to Brooklyn for its first tent stand. 
From then on, the schedule is and 
will remain somewhat tentative, 
Mr. Butler said, with the spending 
proclivities of communities being 
under close and constant scrutiny. If 
conditions are “right,” the circus wil] 
go to the Pacific Coast, for the 
first time since 1934, and will wind 
up, as usual, in the Southland in the 
late fall after the “crop money” is 
in. 

Circus promotion has changed 
radically in recent years, said Mr, 
Butler, having gone “relatively con- 
servative.” It is all due, _ he 
claimed, to the movie copywriters, 
who spin yards of alliteratives 
every week in the year. As a con- 
sequence, he said, they have forced 
“us to get down to earth in our 
copy and to dispense with stupend- 
ous colossal verbiage.” He _ em- 
phasized that the important thing 
was to keep the name of the cir- 
cus dominant in the copy and 
claimed that its pulling power was 
far greater than that of any attrac- 
tions which might be featured. 


Budget Increased Over 1937 


Newspaper advertising in_ the 
metropolitan area will be placed 
by Caples Company and in other 
cities direct. Foreign papers will 
ye serviced here by J. P. Muller é 
Co. While the exact amount to be 
spent for promotion during the sea- 
son will depend upon the health of 
he circuit, the policy of the shows 
has been to step up the newspaper 
appropriation each successive year 
and this year, Mr. Butler assured, 
would be no exception. 

As to attractions, he pointed to 
“Gargantua,” 450-pound gorilla, as 
the stellar one and as one whose 
“home” possessed special promo 
tional interest. To save the power 
ful gorilla from catching cold oF 
otherwise succumbing to the Ameri: 
can climate, engineers of the Car 
rier Corporation have evolved at 
air-conditioning system for the ani 
mal’s 24-foot cage which will pro 
vide him with a constant at 
mospheric temperature of 70 de 
grees. A glass partition will pro 
tect the gorilla from the sneezes 
and coughs of interested and gawk 
ing humans, Mr. Butler said. The 
circus has had three of the animals 
die in the last 15 years from the 
rigors of the climate. 


Clark in New Post 


Paul Clark, formerly with the or 
Carrol Swan, has been appointe 


Boston representative for the Ket 
nedy Company, newspaper represent 
ative. 


MOST AUTHENTIC AUTOMOTIVE 


Z 


MOTOR SERVICE MAGAZINE 


549 W. WASHINGTON BLVD., CHICAGO, tee 
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MONTHLY VARIATIONS IN MAGAZINE LINAGE 


Jan.| Feb. 


wane 


July | Aug.| Sept. | Oct. | Nov. | Dec. 
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Average 


ly Volume 


STUDENT ESSAY 
CONTEST GOING 
INTO LAST LAP 


Score of States Represented 
by Early Entries 


Chicago, April 1—With the ADvER- 
tisinc AGE $1,000 essay contest for 
high school and college students en- 
tering its final fortnight, entries re- 
ceived from students three weeks in 
advance of the closing date indicate 
widespread interest in the competi- 
tion, with essays coming from widely 


q scattered parts of the country. 


Florida, Massachusetts, Tennessee, 
Michigan, Ohio, Indiana, Pennsyl- 
vania, California, Washington, Maine 
and New Jersey are among the states 
already represented with essays in 
the high school classification, while 
college entries have been received 
from Alabama, Kansas, Wisconsin, 
South Carolina, New York, Colorado, 
lowa and Missouri, in addition to 
most of the states previously listed. 


Delaware an Exception 


Last year entries were received 
from all of the states in the United 
States with the single exception of 
Delaware, and the scattered returns 
which have been received thus far 
indicate that this record will be 
equalled this year. In addition, a 
lumber of entries are anticipated 
from Canada, where this year five 
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PHOTO-ENGRAVERS 
IN CHICAGO 


newspapers are conducting local tie- 
up contests. 

ADVERTISING AGE is offering a total 
of $1,000 in cash prizes in the com- 
petition, which calls for essays of 
1,000 words or less on “How Adver- 
tising Benefits the Consumer.” In 
addition, first prize winner in the 
high school classification and also in 
the college classification will receive 
an all-expense trip to Detroit, so that 
these two students may be present 
at the convention of the Advertising 
Federation of America. 


How Entries Come In 


If entries in the contest follow the 
pattern established last year, approx- 
imately 38 per cent of them will 
reach the Contest Secretary in ad- 
vance of the closing date, which is 
April 17, while the remaining 62 per 
cent, representing those who take 
advantage of every possible minute 
of the time available, will be received 
on or after the closing date. April 
17 being Sunday, the heaviest single 
day’s mail, following last year’s pat- 
tern, should be on April 18, followed 
closely by that received on April 19. 
All essays which are postmarked not 
later than midnight of the closing 
date are eligible. 

This pattern of returns, which is 
said to be usual, will probably be 
upset somewhat by the fact that al- 
most 40 newspapers and other pub- 
lications are conducting local tie-up 
contests this year, and essays entered 
in their contests are being judged 
locally before being submitted to 
ADVERTISING AGE for judging in the 
national competition. 


Consolidated Cigar 
Starts 16-Week Drive 


Consolidated Cigar Company, New 
York, has launched a 16-week cam- 
paign on behalf of Dutch Masters, 
scheduled for national promotion; 
“44” in New York; Mozarts, in 
Washington, and Lovera, on the West 
Coast. Regicnal campaigns will be 
combined with the national drive on 
Dutch Masters later in the spring. 

Erwin, Wasey & Co., New York, is 
the agency. 


Open Grasselli Drive 


Grasselli Chemicals Department of 
E. I. du Pont de Nemours & Co., 
Cleveland, has started a spring cam- 
paign for its protective chemicals, 
used for spraying against insects and 
disease. Farm and garden publica- 
tions, country newspapers and busi- 
ness papers are scheduled. Bayless- 
Kerr Company, Cleveland, is the 
agency. 


Bower to “Leader” 


Alfred R. Bower, formerly asso- 
ciated with the Milwaukee Sentinel, 
has been appointed advertising man- 
ager of the Milwaukee Leader. Paul 
A. Holmes, formerly executive editor 
of the Sentinel, has become editor in 
chief of the Leader and Morris G. 
Mathews, previously on the circula- 


tion staff of the Sentinel, is now cir- 
culation manager of the Leader. 


EVERLING SEES 
WAY FOR MEDIA 
TO EVEN CURVE 


Philadelphia, March 29.—Believ- 
ing that the violent seasonal fluctua- 
tion in advertisers’ employment of 
certain mediums is illogical, Larry 
Everling, merchandising manager, 
Richard A. Foley Advertising 
Agency, pondered the problem and 
came up with two recommendations 
to magazines and outdoor compa- 
nies: 

1. Adopt a scale of discounts 
based on more equalized mainte- 
nance cost, which would be advan- 
tageous to the advertiser in 
increasing his consistency to the de- 
sired point. 

2. Sell use of institutional copy 
as promotion material for industries 
in their off-seasons, as an opportu- 
nity for them to use tie-up cam- 
paigns to level off their own val- 
leys. 

“The answer, as I see it,” com- 
mented Mr. Everling, “is obvious— 
intensive campaigns to break down 
the slump season bugaboo. And the 
way to do this is to make it finan- 
cially advantageous to the adver- 
tiser to forget his inhibitions.” 


Benefits to Media 


A sustained effort to level off 
peaks and valleys in the media field 
should accomplish two things, Mr. 
Everling said: first, more evenly 
equalize cost of maintenance 
throughout the entire calendar year 
for the media owner; and second, 
reduce the cost of advertising. In 
this light, the recommendations 
made should prove painless. 

Mr. Everling’s analysis of maga- 
zine and poster advertising em- 
braced nine leading magazines and 
24-sheet poster volume for about 65 
per cent of the industry. The re- 
sults, as given in the accompanying 
charts, show that employment of 
these media varies in inverse ratio. 
Mr. Everling therefore regards 
them as the perfect illustration of 
his point. 

“To me, the vital thing is the 
transfer of affection from one me- 
dium to another, at various sea- 
sons,” said he. “This is a buyer’s 
prerogative. In his judgment, there 
is something beyond circulation 
count. For instance, circulation fig- 
ures on magazines do not vary, by 
months, anywhere near the vari- 
ance in advertising volume. Neither 
does Traffic Audit Bureau circulation 
on posters. Therefore, the element 
is not circulation count, but the ef- 
fectiveness of circulation count at 
various times. 


Problems Are Different 


“The problem of both media is 
not identical. The magazine is a 
flexible medium, subject to expan- 
sion or reduction, as advertising 
volume requires. But there is a 
minimum required editorial content 
and, therefore, a breaking point of 
required advertising volume in any 
one month, to show profit for that 
month. 

“On the other hand, the poster 
plant is an inflexible medium. Its 
panels must not only be construc- 
tionally maintained, but they must 
be kept alive. Therefore, the pos- 
ter plant owner is obliged to cover 
boards with unpaid paper, or with 
charitable or promotional paper. 
More turnover, per panel—yes, even 
one more month on a yearly aver- 
age—would mean a great deal in re- 
turn to him. 

“Both media are making some ef- 
fort to overcome this problem. But, 
in view of the success in overcom- 
ing valleys attained in many s0- 
called’ strictly seasonable  busi- 
nesses, the method has been more 
or less like shooting an air rifle 
when heavy artillery is required.” 


Buck Leaves $40,000 


Glen Buck, late president of the 
Glen Buck Company, Chicago agency, 
left an estate valued at $40,000, ac- 
cording to his will, recently admitted 


to probate. Mr. Buck died Feb. 3. 


FLUCTUATIONS IN POSTER ADVERTISING IN 1937 
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Radio ;Music 
Meet Adjourns 
Until April 21 


New York, March 30.—Electing a 
committee to negotiate with the 
American Federation of Musicians 
over its demand for greater union 


non-network stations a month’s 
respite, Joseph Weber, union presi- 
dent, said the “fundamental issues” 
of a closed shop and employment of 
musicians to the extent of five and 
a half per cent of the station’s gross 
receipts would not be modified. 


Hawkins Bill Lapses 


The Hawkins bill, which would 
have repealed New York’s Feld-Craw- 
ford act, “died” in the state assem- 


employment, representatives of 384|bly. A companion measure establish- 


independent radio 


journed'_ their 


here today and left for home to mar- fate. 


stations ad-|ing a fair trade commission in the 
three-day meeting| Department of State met a similar 


Also rejected was a resolution 


shal data for the next conference, providing for an investigation of fair 


set for April 21. 

The extension of time was granted 
when Lloyd C. Thomas, WROK, 
Rockford, Ill., committee chairman, 


trade law operations. 


Named Fashion Editor 


Beginning with the June issue, 


pleaded lack of sufficient informa-|?@7e"ts’ Magazine, New York, will 


tion concerning the independents’ 
financial status to represent them 
adequately. 

While the musicians granted the 


devote a new section to mothers’ and 
children’s fashions. Mrs. Betty Green, 
formerly covering fashion markets 
for Women’s Wear Daily, has been 
appointed fashion editor. 


writing the best essays on 


details, are available on 


Chicago. 


Length: 1,000 words or less. 


Canada. Evening, extension 
dents are not eligible. 


in cash; honorable mentions ( 


midnight, April 17, 1938. 


sumer educational 


AGE. 


conditions to be met, except 
simple rules. 


Contest Facts 


The third annual essay contest sponsored by AD- 
VERTISING AGE is now in full swing. A total of 
$1,000 in cash prizes is being offered by ADVERTIS- 
ING AGE to the high school and college students 


the Consumer.” Salient features of the competition 
are given here, and small leaflets, giving complete 


Secretary, ADVERTISING AGE, 100 E. Ohio St., 


The Subject: “How Advertising Benefits the Consumer.” 


Who Is Eligible: All undergraduate day students in high 
schools, colleges and universities in the United States and 


The Prizes: The contest is set up in two divisions, one for 
high school students only, and the other for college students 
only. Prizes in each division are identical, and total $1,000 in 
cash, plus two all-expense trips to Detroit, where first prize 
winners in each division will receive their awards during the 
annual convention of the Advertising Federation of America. 
The prizes for each division are as follows: First, $250 in 
cash, plus a trip to Detroit; second, $100 in cash; third, $50 


Closing Date: All entries must be postmarked not later than 


Judges: Prof. Fred E. Clark, head of department of market- 
ing and management, Northwestern University, and presi- 
dent, American Marketing Association; Dr. Herbert W. Hess, 
professor of marketing, Wharton School of Finance and 
Commerce, University of Pennsylvania; Thomas Robb, man- 
ager, Sales Promotion Division, National Retail Dry Goods 
Association; Mrs. William Dick Sporborg, chairman, con- 
committee, 


Women’s Clubs: G. D. Crain, Jr., publisher, ADVERTISING 


Other Special Conditions: There are none. There is nothing 
for entrants to buy, no entry blank to fill out, and no special 


“How Advertising Benefits 


request from the Contest 


or correspondence school stu- 


10), $10 each. 


General Federation of 


those embodied in the very 
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WHERE YOU CAN TELL YOUR STORY 


TO BEST ADVANTAGE 


Tease TIONALLY, people turn to the 
newspaper for news and interpretation of 
the events of the day. From it they get 
their ideas regarding government and busi- 
ness... . men and merchandise. Thus the 
newspaper provides the manufacturer with 
the most favorable setting in which to tell 
the story of his policies, services and 


products. 


v 


Throughout the world news breaks 
hourly! Good news or bad, the 
people demand it... fresh, accurate, 
illustrated . . . as furnished in the 
newspaper. And with the news they 
expect editorial comment . . . the 
voice of the people . . . fighting their 
battles . . . guarding their rights and 
liberties. 

No other medium so consistently 
crusades against disease, racketeer- 
ing and bad government as does the 
newspaper. It is without equal in the 
field of public service and, as a result, 
it has the greatest respect and con- 
fidence of the American people. 

Obviously, a medium valued so 
highly delivers a ready-made, inter- 
ested audience which an advertiser 
may address under the most favor- 
able circumstances. 

Founded on the basic interests of 
people in their own community, the 


Total Daily circulation 
in excess of 825,000 


v 


newspaper is welcomed as a daily 
familiar into the homes of readers... 
concentrated in markets where pros- 
pects and pocketbooks are thickest. 
It reaches everybody reached by any 
other form of advertising. It is the 
basic medium in any program to 
create favorable public opinion and 
volume sales. 


iy CHICAGO, the newspaper 
which has become an essential part 
of the daily lives of the majority of 
the families is the Chicago Tribune. 
It provides a great, constant audi- 
ence attracted by the vital quality of 
Tribune news reporting, its staunch 
independence and its aggressive ac- 
tion in advancing the welfare of 
readers. 

Through the columns of the 
Tribune the advertiser can address 
the men and women in every walk 
of life in the Chicago territory. With 
over 670,000 circulation in Chicago 
and suburbs alone, every day of the 
week, the Tribune reaches this mar- 
ket’s largest and most responsive 
audience. 

Chicago retailers, on the basis of 
results, depend chiefly on Tribune 
advertising to help them sell hun- 
dreds of millions of dollars of mer- 
chandise annually. They spend the 
greatest part of their advertising ap- 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


propriations for Tribune advertising. 

The Tribune enables the manu- 
facturer to describe his product in 
in black 
. so as to take 


detail and to picture it... 
and white and color . . 
full advantage of selling features. He 
can start and stop his advertising in 
keeping with his needs.» 

He risks no loss of public favor 
through inexpert or garbled presen- 
tations of his message. He talks to a 
friendly audience accustomed to 
frank solicitations .. . and in the habit 
of looking to the Tribune to get 
buying ideas. 


Fes CHICAGO territory is 
celebrated as an active market in 
which many products were first ad- 
vertised and from which they ex- 
panded to national prominence. Case 
histories setting out the successful use 
of Tribune advertising by large and 
small manufacturers will be supplied 
on request. 

You can get at lower cost a greater 
share of the business out during the 
months ahead by making the news- 
paper the backbone of your adver- 
tising program. And in Chicago you 
can take maximum advantage of sales 
opportunities by building your plans 
around the Tribune. Rates per 
100,000 circulation are among the 
lowest in the advertising business. 


Total Sunday circulation 
an excess of 1,000,000 
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|PHOTOGRAPHI 
EVIEW OF 
THE WEEK 


MR. KLINGLER GIVES SOME EXPERT ADVICE 


INVITES MOTORISTS NEW OFFICERS OF CIRCULATION GROUP 


Left to right, George W. Manning, Herald, Sharon, Pa., elected first vice-presi- 
dent of Interstate Circulation Managers Association at ‘meeting at Wilmington, 
Del.; Thomas Dunkley, Paterson Evening News, president, and Charles T. Buck, 


Frankenmuth Brewing Company, Detroit, Chester Times, seeretery-treacurer. 


is posting 115 road signs throughout 
Michigan. Each, 20 feet high and 15 
wide, features the dachshund which is 


the company's trade-mark. BREATH OF SPRING CLOSE TO GROUND 
HAMHIET LURRARD AYE 


AIR CONDITIONED 


Werden ROCTERE Teens fade cbse ages 


NEHA 


ehieelabe: wendet meister wlth B desu 
Geir: (GR ymeerh, game dial 


The trend toward packages of reduced 
height affording more convenient stor- 


H. J. Klingler, president of the Pontiac division, General Motors (seated), tells age is exemplified by these new bottles 

W.A.P. John (left), of MacManus, John & Adams, and F. A. Berend, advertising Oregon is promoting itself as an air Harriet Hubbard Ayer stresses the im- of Island Belle Grape Juice Company, 

" manager, how he likes a piece of copy. It all happened in a New Orleans conditioned state in this copy appearing portance of moisture to the skin in this Grapeview, Wash., for current marketing 
hotel room. in spring issues of national magazines. display for Luxuria cleansing cream. of its product. 


SOME OF WINNING ILLUSTRATIONS IN ANNUAL EXHIBIT OF NEW YORK ART DIRECTORS' CLUB 


Double Mint Insures . es: 
| Brighter, Healthier Smiles. 


WRIGLEY’s 
DOUBLE MINT 
oa Gum 


~ 
Seba PRBS Ee eae ee 


This stately scene won one of the club's Carr 4 ling 7 
four medals for the best black and white for Pa — the Cometion ho 
illustration. est Car a" Meda] 


-€ssolene 7 air 


GEORGE #1JUR INC 9 ROCKEFELLER FLAZA, NEW YORS MOTOR FUEL ‘ 


} * 


While George Bijur, Inc., won the medal for the best design This Standard Oil advertisement, instantly conveying the idea of 
of a complete advertisement, the judges commented on the speed, took the Kerwin H. Fulton medal for the best 24-sheet 
eye-arresting illustration, poster. (Story on Page |.) 
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ADVERTISING AGE 


April 4, 1938 
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-NEW PROVERB an 


.and the HOBBY GROUP furnishes the direct 
way to reach him... at a time when he is thoroughly 
enjoying HIS OWN magazine. 


_ AA time when he is in a buying mood... In short, 
when he’s most sympathetic and most vulnerable! 


The newly formed HOBBY GROUP, composed of 
the three famous publications already “tops” in 
their respective hobby fields... and expensive 
hobbies, too, requiring above-average purchasing 


power ...reaches well over 250,000 MEN (ABC). 


These men are not only "able to buy,” but have 


been PROVED to be definitely “willing-to-buy.” 


This rich market is now offered to advertisers in 
ONE package....at an unbelievably low 
INTRODUCTORY rate which is, however, subject 
to upward revision without notice... Full details 
will be furnished immediately on request. 


“The Way to a Man’s Purse is Through His Hobby’ 


—New Proverb 


ZIFF-DAVIS PUBLISHING COMPANY 


608 South Dearborn Street - CHICAGO - Harrison 7500 
NEW YORK OFFICE: 581 Fourth Avenue ¢ Murray Hill 4-2424 
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